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Floor Polishers 


See page 60 


$100,000 A YEAR IN 
COLORED APPLIANCES 


A new kind of success story, page 49 














APEX GIVES YOU THE TOOLS YOU NEED 
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tor the extra sell that eliminates — 
the starvation *10 profit! 


THE TRULY MODERN WAY TO FLUFF-WASH TODAY'S MIRACLE FABRICS, 


mA 
bef 
re 
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Flex-Flush Cleansing 

Clothes are flexed over 
“washboard’ 
of tub. Unique, pulsating 
action flushes sudsy “gey 
sers up through fabric 


removing all dirt 


- » 
ay) y/ 


A, 


A 


spiral ribs carries water 


SPIRAL TUB FX hy Vied.: 


iY) > @ ial 2 DASHER 


EFFICIENT TOP-TO-BOTTOM CLEANSING GETS CLOTHES SPARKLING CLEAN... 


at ft. 


Spiral Dasher Perfo- 
rations 


werd and reverse movement 


on each for 


of the Spiral Dasher, water 
rushes through perforations 
drawing clothes to cleans 


ing vones. 


ees 
Spiral Dasher Cleaning 
Ridges 


of the Spiral Dasher the 


on each stroke 


numerous ridges gently rub 
the clothes, flexing them 
opening the weave and 


forcing ovt the dirt 


; 


ea! | 


Spiral Dasher Spreader 
Cups Spreader Cups at 
bottom and top of vanes move 
the clothes outward, opening 
and spreading garments 


No bunching, tangling 


iy 


Low-Water-Level Set- 
tings permit filling to two 
thirds of capacity for wash 
ing 4-6 pounds of clothes 
or one-third of capacity for 
washing a handful of deli 


cate fabrics 


Offer Customers America’s 
Outstanding Appliance Values 
from the Complete Line of 
Apex Automatic Washers 
and Matching Clothes Dryers 
(Gas or Electric) 


GET FULL FACTS NOW! 





Triple-Rinsing — effec 


tive spray-spin rinse that 


soil up and out of basket 
Plus 2 deep-flush rinses 


for complete cleansing 


. 
6} kg 
)* +. = y 
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‘Sie, 


Spin-Dries High-speed 
spin whirls excess water 
out of the clean clothes 
leaving them damp dry 

light to carry to dryer 


or line 









HOUR-SAVING 
APPLIANCES 


CTURING CO. 
Ohio 


APEX ELECTRICAL MANUFA 
1070 E. 152nd Street 


*» Cleveland 10, 


Fluffs the Clothes rhe 
only automatic with the 

Fluff’ action at close of 
cycle eliminates roping 
and tangling of clothes 
makes them easy to re- 
move, easy to iron 
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WESTINGHOUSE 


the bi 
e biggest selling year 


wi 
REFRIGE 


MORE TO SHOW «--> 


ne in sizes, styles 
rospect! 
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Complete li 
and prices to seli every P 









models {rom 8 to 16 cu. ft. 






Westinghouse dealers can offer 
_ with choice of Freezet Across-The-Top or Below --: 


with all the room «+ all the features prospects want. And 
they're priced to move bY the earload « - ° to give you 
profits that will make '57 the bigges' refrigerator gelling 
've ever had! 

on Has “New Squared- 
rator PLUS {yll-size 5.2 
hat’s bound to be imitate 


















Away Design” a full 
eu. ft Freezer! 
a’ Blends 1 










H 
gize 10.4 cu it, Refrige 
A Westinghouse first t 
without built-in cost 


Saver Convenience! Keeps the foods ysed most 
at easy reach-in level Full-depth, Adjustable 















New Stoop 
often up oP 
and Glide-Out Shelves 


New Refrigeration System! Circulates cold from top 
bottom to keep foods on every shelf uniformly cold Automat\' BIG 16 
cu. ft. s 
Model DCK-16 


cycle defrosting ' RefrigetT® 

New Showcase Crisper 0" 

lift it out, show prospect how it keep® vegetables dew y-fresh 
-And-Sell the new Cheese, Butter and Pee 


ys in view. Show 
Deep Door Shelves Lift-Out Egg Keeper® 












tor Section 
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Dairy Pantry 
Fruit Bin 









gs 80 both the 













*1 Counts the door openin 
frosted automatically 


Humidrawers »| Metal 


Exclusive Frost-Free 
refrigerator and freezer are de 
Patented Meat Keeper »1 Porcelain 
Door Shelf F ronts! 

True Lero-Degre*® Freezer 


sharp-fre exzing below zero 


Combinations you show and sell them all with 
colors. 19 Changeable Color Panels 


iit-Ins In the Business! Only Westing 
ade of exclusive Thermo 























1 Wrap-around {reezing plates for 
at all times. 


zero-degree storage @ 












50 Color 


only five cabinet 


Pius the Hottest Bu 
rs can offer the Built-In ™ 
























house deale 
Struct, ® new material especially engineered for refrigerator 
Stoop-Saver 






deluxe features 
alized storage! Fasiest 






plus all the 
yer, complete apec! 






construt tion 
Design, Showcase Crist 
of all to install! 














More Money-Making Models to Outsell and Qutsmart 
ition! Westinghouse Dealers will have spe 
juxury fea 


cially-priced models with top-of-the line 
tures to throw the competition for a joop! 


oy M.v @. Pate issued N 924,309 
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12.5 cu. ft 
Model FK-125 
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KICKS OFF 


in appliance history... 









Plu 
completely for 
Plug in again 
PLUS all th 
be ! 


Y to demonstrate | 

g-Out Units |i out Automatic ing. Even if foods 
easiest cleaning hie are overlooked, they aren’t over. 

88 easily as a lamp cord. cooked. This Automatic Unit watches 
€8€ wonderfy} cooking the pot so foods can’t burn. 

Perfectly done Roasts With 
estinghouse Roast Ing 

out air 


at signals when 
- ay 
Uniform 


king. Only w 
Seal to shut © right w 
» Bive completely 
ature. 
1001 Heats, Dial any degree of heat 
between the five Marked 
Glance Settin 


Model SK 
Coro 
85 On the dial controls. 





Plete line of ej 
® Both deluxe and pro: 
chest types, 


ght new models — fron, 9 to 20 Cubic feet. 
Motion-priced Models, in up 


right and 





++» Quick. 
FP Glide-Out 
-» Juice Can Dispenser Re 


+++ Freezer 
biti Lights , | - Guard 
++ Tumbler Locks... Lift-out Baskets - » 
Compartment Dividers. 


Priced to beat competition: Priced for 
Priced to buiia traffic! 


volume Sales! 
Priced for high Profits! 





Model UK-14 
Model CK-15 
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Joastmnaster 
Christmas 











als 


v<Window Streamer 


Colorful, compelling. Tells the world 
your store is gift headquarters for 
famous Toastmaster appliances. 


sty 


“°-Product Poster Spots 


Stylish individual promotional pieces on 
appliances in the Toastmaster line. They 
flag the gift shopper . . . fast! 


sty 


7° Teaster Display 


Fits into the product, not around it. Sells 
hard while conserving your shelf or 
counter space. 


ats 
7° Retall Ads 


Ready to run, ready to get results for 
you. Imprint space provided. Keyed per- 
fectly to Christmas. 


als 
7° Mat Sheet 


Gives you a complete selection of com- 
plete ads, components for making your 
own ads, and product cuts. 


aly 
7° Promotional Pian Book 


Tells you how to get the most out of all 
this free material. Includes radio spot 
scripts, phone pitches, direct mail and 
publicity releases, with full instructions 
for putting them to work. 


sales aidsithih 


A Big, Pre-sold Market 

Ripe tor Your Tie-ins! 
Network TV—no less than Dave Garroway, Arlene 
Francis and Steve Allen are all pre-selling for you. And 
31 ads in 9 leading magazines are part of the same push. 


Order Your Free 


Send the coupon for your free sales aids! Tie-in and Toastmaster Christmas Saies Aids Now! 


bring this pre-sold business your way! 





Send me free your complete Toastmaster 








rhilemutic, Apyliances | mare ~ 








ToastTmMasren’ ie a registered trademark of McGraw Electric Co 
Kigin, Tl. © 1956 


| 
TOASTMASTER errs. SACOT : 
, | 
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THE YEAR 
= Lates aclacte iia > ’ 
Business Quick-Check — SO FAR 


(56 vs '55) 

0.3% UP 

284 279 284 1.3% DOWN 

14.1% FEWER 
3.5% UP 

DEPT. STORE sales index (1947-'49 = 100) 128 128 121 5.2% UP 















SALES, factory, appl.-radio-TV index (1947-'49 = 100) 128 157 127 
DEBT consumers owe to appl.-radio-TV dirs. ($millions) 
FAILURES of appl.-radio-TV dealers 30 14 16 
RETAIL SALES total ($billions) 16.2 16.0 15.7 
DISPOSABLE INCOME annual rate ($billions) 284.8 280.2 268.5 6.8% UP 
LIVING COST index (1947-'49 = 100) 116.8 117.0 114.5 1.0% UP 
25.6% UP 
18.6% DOWN 
29.4% DOWN 


SAVINGS of consumers, annual rate ($billions) 21.2 18.6 16.7 
HOUSING starts (thousands) 101.0 101.0 124.7 





AUTO output (thousands) 190.7 402.0 461.6 


UNEMPLOYMENT icici 1,998 2,195 2,149 4.5% BETTER 


SE: Te ee 





(Sources, in order: FRB, FRB, Dun & Bradstreet, Dept. of Commerce, FRB, Dept. of Com 


merce, Bur. Labor Statistics, Council Econ. Advisors, BLS, Ward's Auto Reports, Census 
R E N [) S a 





NARDA has taken the first step in trying to get government help 





to correct abuses in the sale of appliances to and by builders. But 





don't look for quick results. 





So far everything that has happened has been very informal in 
the view of Washington observers. It’s true that NARDA has writ 
ten a letter to the Federal Trade Commission on the subject of 
builder sales. It’s also true that FTC chairman John W. Gwynne 
has replied to the NARDA letter 

This reply, however, was actually fairly routine (Washington 
observers say that hundreds of such letters go out from the Com 
mission in answer to complaints from all types of business). In his 
letter Gwynne reminded NARDA that the Commission had looked 
into dealer gripes on this subject before and found no substantial 
abuses. In effect, I’ 'C threw the whole problem back in NARDA’s 
lap and asked the association to furnish specific examples of the 








abuses about which it had complained 
NARDA says it will do just that. The association already ha 
on file a number of specific complaints. ‘They're inviting dealers to 





send in more. These will be turned over to the Commission. But 
bear in mind that even this action will be informal in nature. There 
s no provision for the entire Commission (or for even one commis 
sioner) to hear complaints of this sort. What will happen is that a 
staff member or a commissioner will receive the dealer complaint: 
If they look serious enough to merit investigation, F°1'C’s own in 
vestigators will step in. Only after they've finished could the Com 


mission issue a formal complaint. Hearings would follow. There's 


no way of blue-printing a time table for all of this. It could drag 


You'll be seeing lots of colored appliances this fall —in news 





paper and magazine ads, 





You ll be hearing a great deal about manufacturers turning out 





a bigger and bigger share of appliances in color — but other firms 








on for months and months 
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are still dragging their feet on color. 





In this issue you can read about the profitable business in color 
appliances being done right now by a California retailer (see page 
49) — but hundreds and hundreds of other dealers remain skeptical 
about color. 


Confusing? Yes. And that’s why it’s so difficult to come up with 





an objective picture of just how important color is today. 





There's no doubt that color has arrived and is here to stay. Some 
manufacturers say that 20 to more than 30 percent of some of their 
lines are in color. But the headaches which everyone anticipated 
with color are still present. 

Retailers aren't the only ones who have misgivings. One manu 





facturer, for example, isn't using colored appliances in his ads be 
cause he’s afraid it will draw attention away from other product 
features which he wants to push, One successful retailer (see page 
49) lends support to such a view. Sell the product in white first, 
he says, and then offer color as an extra, 

Another big manufacturer has been asking dealers about their 





reaction to color and in the process has become quite skeptical of 





the sales claims for colored appliances made by other manufacturers 





The difficulties inherent in color were summed up for members 
of the Porcelain Enamel Institute recently by Hotpoint president 
John Sharp. “So far,” warned Sharp, “there have been many mistakes 





(Continued on page 6) 
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PROPULSION ENGINE CORPORATION 
329 Marion Avenue * South Milwaukee, Wisconsin 


Mow-MASTER 


PREST-O-MATIC — the biggest advance in power 
mower design in years—is a self-selling Mow-Master 
exclusive. Makes selling easier because it takes the 
hard work out of starting. Makes mowing safer and 
easier for everyone from 8 to 80. With Prest-O-Matic, 
starting, stopping, choking and idling are controlled 
right at your finger tips. With Prest-O-Matic, you 
sell real convenience, greater safety. 


COMPLETE LINE — rotary and reel mowers from 
18 to 21-in. cutting widths. It’s the line that’s priced 
right to sell the top, middle and low ends of the 
market with full profit for you. Imagine — Mow- 
Master with Prest-O-Matic starting sells for less 
than many conventional hand-started mowers! 


AGGRESSIVE MERCHANDISING — powerful 
national and local co-op advertising, local promo- 
tions, colorful point-of-sale material and literature 
with real sell-appeal. 


It’s easier to sell Mow-Master — America’s fast- 
est growing power mower line. Get complete details 
now on the line that’s easiest to sell because it has 
more to sell. Phone, wire or write today. 
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TRENDS continued 


and a few successes. We still do not know how to handle color on 
free-standing appliances. We are beginning to learn, but some of 
the things we have learned do not look good (Color) is not a 
great problem in a new home. Thus far, the greatest proportion 
of the colored appliances have gone into new homes. There is timc 
to build and deliver the full complement of matched color appli 
ances, A reasonable inventory at the factory can be used to supply 
this market ... (But) the large market for free-standing appliances 
still is the 49-million wired homes that already have kitchens. ‘The 
maintenance of inventories at the distributor and dealer levels 

is very difficult and cumbersome. | suspect that until we have the 
right setup in distribution to sell complete kitchens to old homes 
that we shall limp along for a while.” 











The boom in shopping center construction is continuing — but 
appliance dealers remain skeptical 








According to estimates by “Chain Store Age” new centers are 
opening at the rate of 600 to 700 per year. There are probably 1800 
to 2000 now in existence and there may be 2500 more in the build 
ing or advanced planning stages 

Continued on page 10) 


MANUFACTURERS’ SALES 





Electric Housewares, NEMA 1956 1955 % 
Members Only, Not Industry (Units) (Units) Change 
BED COVERINGS Aug 217,024 187,164 +4+15.95 
8 Mos 758,298 5229295 +45.01 
COFFEE MAKERS Aug 411,273 251,419 +63.58 
8 Mos. 2,015,193 1,454,760 +38.52 
CORN POPPERS Aug 78,862 68,819 +14.59 
8 Mos 219,337 194,106 +13.00 
FRYERS, DEEP FAT Aug 9,569 18,684 48.79 


8 Mos 65,864 119,693 4497 


HEATERS, PORTABLE: 


Convector & Radiant Aug 21,666 16,940 +27.90 
8 Mos 45,814 34,430 +33.06 
Fan-Forced & Fan-Heaters Aug 90,703 82,070 +1052 
8 Mos. 233,501 233,105 + 17 
HEATING PADS Aug 317,532 300218 + 5.77 
8 Mos. 1,230,364 1,143,768 + 7.57 
HOTPLATES Aug 39,967 42,220 5.34 
8 Mos. 210,510 238,205 11.63 
IRONS: 
Traveler Aug 23,632 32,879 28.12 
8 Mos. 147,587 157,331 — 6.19 
Standard Aug 84.204 163,359 48.45 


8 Mos 971,955 1,079,847 9.99 
Steam & Steam Attachments Aug 445,592 293,465 51.84 
8 Mos. 2,889,997 2,317,619 +24.70 
Non-Automatic Aug 7,359 10,210 27.92 
8 Mos 36,863 49,339 25.29 


+ 


TOASTERS: 
Automatic Aug 272,223 338,797 19.65 
8 Mos. 1,457,494 1,376,525 + 5.88 
Non-Automatic Aug 28,009 21,598 +29.68 
8 Mos 126,964 116,283 + 91D 
WAFFLE IRONS & GRILLS: 
Waffle lrons & Sandwich Grills 
(Combination Units) Aug 66,589 68,102 2.22 
8 Mos 349,779 391,142 10.57 
Single Units Aug 12,182 8,123 +49.97 


8 Mos 40,161 33,997 18.13 
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WE PLAN YOUR SALE WHEN 
WE PLAN OUR HOOVER ADS 





A 
INEW HOOVER Cons-Bheto» 
iii 0 oe 


ihe Je Mop: 





P| ail 


~~ . . = 





How many times have you used the selling 
phrase, “the cleaner that walks on air’? We'll bet 
to every prospect. And, we'll bet prospects have 
asked to see “the cleaner that walks on air.” 
This is just one example of the new advertising 
policy we’ve been following month in and month 





z) 


out. We are developing effective selling phrases 
and themes in our advertising to make your sell- 
ing job easier. 

So you can see why we say, “We plan your 
sale when we plan our Hoover ads.” The Hoover 
Company, North Canton, Ohio. 


OOVER'’ trruances 




















Dustette 





Steam-Dry tron with the first 
inless steel soleplare 


Constellation 















pee wd 


Polisher-Scrubber 
Autemetic Coffeepot 
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For quicker action on both 


THE CHICAGO TRIBUNE 
SELLING POWER 


FOUR REASONS WHY TRIBUNE ADVERTISING PAYS OFF BETTER! 
































1. More readers! Tell your story in the Tribune and you sell to the 2. More buyers! Chicago families depend on the Tribune as their primary 
we ople be. o buy the bulk of the appliances sold in Metropolitan Chicago sho »pping guide They know it brings to be a 2m the largest volume of home 
uu reach hundreds of thousands more families than you can with any mer 
other C ‘hie cago newspaper 





1andise offers from which to make ctions 











Fate — . .AS ADVERTISED IN THE — 


CHICAGO 




















3. More trade impact! One of the best sales arguments you can give 4. More dealer supporer Dealers in Chicago merchandise your line 


your factory and distributor salesmen is a campaign in the Tribune. Many aggressively atone *n you back it with advertising in the Tribune The ey know 
of the Chicago dealers they call on make the Tribune their basic adver from experience the Trib yune is tops in producing immediate cash register 
tising medium, response. 


YOU OWN THE STRONGEST CONSUMER-FRANCHISE IN CHICAGO... , 
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sides of the counter... 


GENERATES THE 
YOU WANT! 


F you want faster, more profitable sales results from your 
















Percentage of expenditures 
of general advertisers 
of housing equipment 
& supplies and radio & 
television sets placed in 

each Chicago newspoper 

in 1955 


Chicago promotion, build your program around the Chicago 
Tribune. Then you’re riding with the No. 1 durable goods 
medium in this great market. You get stronger backing from 
dealers—bigger volume buying action from their customers. 

But don’t take our word for it. Study the advertising pattern 
of your industry. You'll see that, year after year, general adver- 
tisers of appliance store products invest more promotion funds 
in the Tribune than in all other Chicago newspapers combined. 

We have developed a plan to help you use the Tribune to 
best advantage. We call it a consumer-franchise plan. Based 
on an intimate knowledge of the Chicago market, this plan 
can be adapted to fit your specific sales problems. 

Dozens of manufacturers have used this technique to sell 
more successfully in Chicago. It can work just as effectively 


for you. Ask a Tribune representative to give you the facts. 


Chicago Tribune 











THE WORLD'S GREATEST NEWSPAPER 61.8% 19.3% 10.4% 8.5% 
Chicago New York City Detroit San Francisco Les Angeles TRIBUNE news SUN-TIMES §=AMERICAN 
W. H. Hattendorf E. P. Struhsacker W. E. Bates Fitzpatrick Associates Fitzpatrick Associates 
1333 Tribune Tower 220 €. 42nd St Penobscot Bidg 155 Montgomery St 3460 Wilshire Blvd. 
SUperior 7-0100 MUrray Hill 2-3033 W Oodward 2-8422 GArfield 1-7946 DUnkirk 5-3557 


MEMBER: FIRST 3 MARKETS GROUP AND METRO SUNDAY MAGAZINE GROUP 


r | WHEN YOU BUILD IT WITH ADVERTISING IN THE CHICAGO TRIBUNE! 
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1. AS BUILT ON 2. TOP OF SET 


You install it with two screws and Sleek, low-slung . . . it compliments 
thirty seconds (without removing your cabinet... gives new-found 
back). stability. 

3. VHF 4, UHF 


Put arms in vertical position. Put arms in horizontal position. 


A natural for selling UP... with quickly seen advantages. Customer can change 
from "built-on" to “top-of-set” anytime. Boxed in famous carry-out carton. 


Tear out this page NOW and ASK your Distributor about the Radion 185 
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Model 185 
$g95 List 











THE RADION CORP 1130 Ww Wisconsin Ave 


TRENDS continued 


he fact remains that relatively few appliance dealers are taking 
space in these shopping centers, particularly the bigger ones. In 
New York, for example, there is only one big center which has an 
appliance dealer as a tenant. Why such reluctance? Probably the 
principal reason is the high overhead with rent usually being 
figured as a percentage of volume. A lease of this sort is “just too 
rich for my blood” says one big Long Island dealer. 








This does not mean that appliance retailers haven’t benefitted 
from the shopping center trend. Many dealers realize that new 
centers have been built to capitalize on population shifts, to make 








family shopping more convenient, and to overcome downtown 
parking problems. Aware of these factors, some dealers have at 
tempted to capitalize on these trends without moving into shop 
ping centers. ‘They've been looking for low rental sites on highways 
in the immediate neighborhood of the shopping center. Shopping 
center officials call such stores “parasites” but more and more of 


them are springing up End 


MANUFACTURERS’ SALES 





1956 1955 Ge 

(Units) (Units) Change 
DISHWASHERS............ .. Aug 17,671 21,212 -~-16.69 
8 Mos. 244,731 181,985 +34.48 
DRYERS, CLOTHES, Electric Aug 101,166 101,677 50 
8 Mos. 639,123 541,322 +18.07 
Gas...... Aug 43,371 34,513 +25.67 
8 Mos. 229,452 187,302 +22.50 
FOOD WASTE DISPOSERS... Aug 29,660 44033 —32.64 
8 Mos, 308,124 321,247 4.09 
FREEZERS tpvktedveuseaeees Aug 61,595 58,445 + 5.39 
8 Mos. 470,347 506072 — 7.06 
IRONERS.. . Aug 4,857 6,005 19.12 
8 Mos. 35,297 54,130 —34.79 

RADIOS 
(Home, Clock & Portable).... Aug 792,758 544,314 +45.64 
8 Mos. 5,506,404 4,255,833 +29.38 
RADIOS, Automobile......... Aug 198,087 403,320 50.89 
8 Mos. 2,710,203 4,469,179 39.36 
RANGES, Standard..... .. Aug 64,826 76,158 14.88 
8 Mos. 779,948 878,788 11.25 
RANGES, Built-In . Aug 20,338 10,278 +97.88 


8 Mos. 189,732 98,161 +93.28 


REFRIGERATORS..... . Aug. 297,906 310,789 — 4.15 
8 Mos. 2,599,101 2,897,194 —10.29 

Twe-Door Models (included 
under "Refrigerators"’) Aug 61,217 52,197 +17.28 
8 Mos. 501,249 481,835 + 4.03 


TELEVISION...... eae Aug 612,927 647,903 — 5.40 
8 Mos. 4,365,060 4,820,991 9.46 
VACUUM CLEANERS Aug 276,932 252,691 + 9.59 


8 Mos. 2,448,188 2,063,556 +18.64 

WASHING MACHINES: 
Automatic & Semi Automatic Aus 278,983 274,972 + 1.44 
8 Mos. 2,170,490 1,954,758 +11.06 


Wringer & Spinner Aug 94,942 128,798 26.29 

8 Mos 768 421 785,704 2.20 

WATER HEATERS, Storage .. Aug 50,636 54,890 7.75 
8 Mos 458,050 483,375 5.24 


WASHERS, IRONERS, ORYERS—Membershio of American Home Loundry Mfrs. Assn 

VACUUM CLEANERS—industry Estimote by Vocuum Cleaners Mfrs. Asen., RADIO AND 
TELEVISION—-Industry Production Estimote by Radio-Electronics-Television Mfrs, Assr 

All Others NEMA Members, Not Industry 
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“CREATIVE RETAIL SALESMAN 
OF THE YEAR” 


IN THE APPLIANCE, RADIO-TV INDUSTRY 


THIRD ANNUAL CONTEST SPONSORED BY LADIES’ HOME 
JOURNAL AND NARDA. The search is on! We're looking for 
the most creative appliance, radio-TV salesman of 1956! May- 


Cold cash for hot selling ideas! 


‘1000. 


IN CASH PRIZES FOR 


be he’s one of your gang. 


If anybody in your store used a novel or especially effective 
idea for getting business this year, let us know about it! 


MAIL COUPON TODAY for as many free entry blanks as you 
need (each idea must be on a separate blank). No limit to 


number of entries you can send. 


Winners will be announced and the grand prize awarded at 
the NARDA Convention in January. Get this coupon in the 


mail right now! 


PRIZES: 


Grand prize......... 
and all-expense round-trip to 


$500.00 plus silver plaque 


Chicago for presentation of award. 


4 additional prizes, for winners in each of these 4 categories: 


Complete kitchens...... $125.00 
Major appliances....... 125.00 
Electric housewares..... 125.00 
LY ery renee 125.00 


plus bronze plaque 


100 Certificates of Merit 


“JOURNAL 


independence Square, Philadelphia 5, Pa. 


ELECTRICAL MERCHAND 


A CURTIS PUBLICATION 


ISING—NOVEMBER, 1956 


------------- 





Last year’s Grand Prize Winner 
Mr. C. Harry STROMAN, Justis Brothers, Inc., 
Newport, Delaware, receives top award in 1955 con- 
test: $500 in cash and the silver plaque shown here. 


THE EASY RULES: 


. All entries must be sent on offi- 
cial entry form available free 
on request from Mr. Georges J. 
Birgy, Ladies’ Home Journal, 
Independence Square, Philadel- 
phia 5, Pa. 


2. Any person is eligible to enter 
the contest who does full-time 
selling of complete kitchens, ma- 
jor appliances, electric house- 
wares and/or radio and TV. 


MR. GEORGES J. BIRGY 


APPLIANCE MERCHANDISING MANAGER 


LADIES’ HOME JOURNAL 


INDEPENDENCE SQUARE, PHILADELPHIA 5, PA. 


Please send me 


_official entry blanks for the third annual 
LADIES’ HOME JOURNAL-NARDA contest for Creative Retail 
Salesman of the Year in the Appliance, Radio-TV Industry. 


3. Writing ability is not impor- 
tant—only the selling idea 
counts. 


4. Salesmen may submit as many 
creative selling ideas as they 
wish, but each must be on a sep- 
arate entry blank. 


5. Entries must be postmarked not 
later than midnight, Friday, 
November 30, 1956. 





(NAME) 


eo 





(CITY) 


Contest closes midnight, Friday, November 30,1956 © 


(ZONE) 


(STATE) 





9) Re 
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By Robert W. Armstrong 


Dealers leave trading stamps to the 
grocery outlets . . . Sales fall off in 
some areas, stay up in Boston and 


Buffalo . . . TV, washers strong 


I ESPITE all the fuss and furor about trading 

stamps as sales and traffic builders, the best 
advice most eastern appliance merchants can 
give concerning their use is—don’t. 

Nearly all of those who have considered or 
tried trading stamps give substantially the same 
reason for a thumbs-down attitude: “In this 
business we operate on a close enough margin as 
it is. By the time you give a customer a good 
bargain you can’t afford to throw in trading 
stamps to boot. “A customer may visit 
an appliance store only once a year. It is difficult 
to make a regular buyer out of him merely by 
offering stamps... .” ““They might be an induce- 
ment to buy things like groceries a person has to 
buy every week, but won't induce anybody to 
buy a $300 TV set.” 


Most appliance dealers, in fact, haven’t even 
been tempted to try stamps. A few suburban 
stores in the Washington area have offered them. 
One merchant in Stroudsburg, Pa., “tried it for 
all of one week-end and dropped it like a hot 
potato because the cost was outrageous.” 

Few dealers even seem worried about any pos 
sible loss of sales—particularly in small appliances 

through the diversion of these items to stamp 
companies as redemption awards Their sales 
aren t likely to suffer much because trading stamp 
collectors are likely to trade them in for prod 
ucts that they would normally not be in the 
market to buy 


Fall Slowup. If trading stamps could have 
made an improvement in fall sales, plenty of 
eastern dealers would have used them from 
mid-September to mid-October. Sales were gener- 
illy off in some major market areas. In the New 


York metropolitan area they held up to the end 
of the World Series, then slumped and dealers 
were relying for volume on automatic washers, 
portable TV and radios. 

Business dropped off, too, in the Washington 
and Philadelphia areas, but seemed to hold up 
in western New York and around Boston. 


REGION BY REGION 


Some of the saddest blues were being sung in 
Philadelphia. One dealer says, “September and 
early October business has been sluggish. ‘TV 
is the only thing moving anywhere near its 
expected pace. . . . White goods are under this 
time last year, but on a par with — 

Another says, “Refrigeration has been way off. 
It wouldn’t surprise me to see the whole industry 
wind up 20 to 25 percent down this year. 
(NEMA manufacturer sales were off 10 percent 
for the first eight months.) I think it’s because 
just about everybody has bought a new refriger 


ator since the war and we've reached the satura-' 


tion point for the time being.” 

This same merchant—a big one—claims that 
portable 'I'V is not up to par, regular TV is run 
ning about even, laundry is up. 

Even a Philadelphia distributor admits that 
“September and October could have been better 
Chey weren't bad compared with last year, but 
were not up to expectations,” 


Politics hurt sales in Washington and even 


the World Series didn’t produce much more 


than a shght flurry in TV sales. ‘Tight money 
was a factor, too, One distributor says that the 
average wage earner is psychologically affected by 
the credit situation because he hears from friends 
how difficult it is to get loans—so he doesn’t 
even try. Other distributors say they're screen 
ing dealer credit more closely than ever because 
collections have been slow and inventories have 
been high. 


Business was best in Boston and Buffalo, A 
Boston distributor reports washers and dryers 17 
percent ahead in September, refrigerators up 100 
percent, ranges up 10 percent. Another whole 
saler says his company is 22 percent ahead across 
the board for the year to date with TV going 
strong, portable radios double last year. A third 
distributor compares September of 1956 with 
the same month last year and gets these results 
Dishwashers, up 20 percent; built-in ranges, up 
10 percent; free-standing ranges, down 10 per 
cent; disposers, up 50 percent; washers and dryers, 
up 10 percent. 


TV was responsible for keeping September- 
October sales up in the Buffalo area. In addi 
tion to the World Series, Buffalo merchants 
had the attraction of a new TV channel to 
give them sales of both sets and converters. 

Typical of reports from dealers is this one 
“Our business right now is pretty good. We are 
running about even with a year ago but had a 
big gain in September. The Series gave a big 
shot in the arm to portable TV's. In white goods 
washers and dryers are leading. Refrigeration is 
pretty dead. Ranges are fair. Our dollar volume 
this year is way ahead of a year ago and we ar 
enjoying a little better profit.” 

Another says, ‘Television is giving us two-thirds 
of our business. Washers and dryers are going 
well but refrigerators are slow. Electric ranges 
are starting to come along fast and look like a 
bright spot this fall. We picked up $10,000 on 
electric ranges so far this season against last year,” 
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Not many dealers had much to say about color 
I'V, but those that mentioned it at all were 
singing a more sprightly tune. One big distribu 
tor, for example, says, “Color TV is now really 
going strong. It was our largest dollar volume 
producer during September.” A Philadelphia 
dealer, until recently loudly antipathetic, now 
claims that color is “going good.” He's putting 
a lot of promotional effort behind it and is using 
three-day home demonstrations 


...inthe 
MID- 
WEST 


By Tom F. Blackburn 





Color TV starts to move in Milwaukee 
... Should dealers sell soap to washer 
owners . . . Farm sales hold despite 
drought in rural areas 


PPARENTLY color TV has turned the cor- 
ner toward public acceptance much more 
rapidly than other appliances, according to inter 
views recently made in staid Milwaukee. A year 
ago the sale of one color ‘T'V a week—or a month 
was standard. Now look! 

Righty sets were moved in two weeks when 
the new Milwaukee color station, WITI went 
on the air, Lee Dolnich, public relations man, 
says. 


Two boosts were given color TV, according to 
one dealer: the $495 price and heavier tall color 
programming. Says another: “We sold 16 sets in 
two weeks, and are on the radio daily from 4 to 6 
catching the working crowd.” Says another: 
“Our sales are not exclusively on the $495 model 
In the past two weeks we moved 16 sets and 
expect to be moving 25 a week by Christmas 

“We work strictly on home trials, but have 
been getting more floor traffic lately. Color buy 
ers tend to come from more highly-paid levels. 
Our salesmen are all on straight commission. 
We service the sets we sell, but would love good 
central service,” 

Still another: “Programming broke it loose 
We sold 12 sets in ten days, against 120 all last 
year. We keep two or three sets on display, and 
one is running whenever a color program is on 
with the lights turned down. 

A north side dealer: “Have a color set on a ped- 
estal. Sent out 40 postcards, inviting people in, got 
60 to come.” 

(Continued on page 14) 
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TRENDS REGION BY REGION 


Dealers selling automatic washers have long 
wondered why detergents would not make an 
ideal item with which to build up a repeat busi- 
ness. Recent action of NARDA in distributing 
i line of detergents is an indication of this think 
ing. Then, too, Roth Distributing Co, in Mil 
waukee has had success with a private label which 
has been marketed for a number of years. Sears 
Roebuck also sells detergents for its washers 

Che product handled is usually a keg or larg 
ized package, designed especially for the washer 
Margin is around 15 percent with groceries, and 
up to 30 with appliance dealers 

On looking behind the scene to find out wh 
the big soap manufacturers have not explored 
this avenue with their salesmen, one comes up 
with a remarkable line of thinking, Virtually all 
the big manufacturers, with one exception, feel 
that it is not a natural market for detergents, and 
will merely clutter up the scene Vhe appliance 
dealer, they argue, is a big ticket salesman, and 
hould not want to handle a small priced item 
on which the (grocery) profit is around 15 per 
cent. ‘The soap market is highly competitive and 
only the outfits which are geared to operate on 
hort margins can make out 

Nevertheless, at last report, NARDA is said 
to have 5 percent of its members selling its pri 
ate label detergent, and one interviewed in Fort 
Wayne, Indiana, said that customers came bacl 
ibout once in six weeks for more 


During the past month this writer talked to 
one of the most successful merchandisers in the 
country, a man who is president of a big factory, 
who owns a distributorship, and is intensely inter- 
ested in retailing. ‘The trouble with dealers, he 
says, is that they do not watch their profit mix. 
One has to carry some short margined items, but 
they should be countered every time with a long 
margin profit A grocery store has to carry flow 
md sugar (5 percent markup) but it has dozen 
of longer profit items to average up its return 

Air conditioning ends its summer season with 
ome carryover likely, thanks to a cooler summer 
than the preceding year. ‘Those who got on th 
market carly, offered no down payment, had 
good namecs ind service, came out ahead for the 
vear, Best guess is that | hp room coolers will 
lead in sales next year 


It is a moot question with color TV as to 
whether a new antenna is needed when the set is 
purchased, Certainly a strong signal is called 
for, which raises doubts on the advisability of an 
inside acrial, but few “colored’’ antennas have 
gone up around Chicago, indicating a color set 
inside, If antenna makers are to get in on this 
business, they need demonstrations now 


In the roundup of appliance sales, drought 
stricken Iowa did well where promotions were 
placed, the report of the Cedar Rapids Electrical 
\ppliance Dealers Association showed. Six hun 
dred clothes dryers were moved between Januar 
md October in 1956, against 570 in 1955. Dish 
washers were ahead 101 to 72, and food waste dis 
posers 164 to 109. Only 11 washerdryer com 
binations were moved 
compared to 1955 


Everything else was down 


Kansas, which is farm country, and also very 
dry, was only 1.1 percent down in appliance sales 
compared to 1955 for the first eight months of 
the year, according to Kansas Gas and Electric 
Company, 
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Central aw conditionin tems wel head 
of 1955 by 102 percent, evaporative coolers b 
25.5, and unit room coolers by .6. Food wast: 
disposers were up 13.5 percent, electric cloth 
dryers by 13.7, home freezers by 9.6, standard 
clectric ranges by 4.5 percent (built-ins were dow: 
6 percent) automatic washers up 6.1, and wat 


heaters ahead 9.5 percent. 

Three ideas to attract female traffic: Offer fr 
refrigeration to housewives for their meat whil 
hoppine; offer space for a rubber and boot swap 
umong school kids for outgrown footwear; put 


i bench up front where women can wait insu 
for automobiles to call for them 


.. inthe 
SOUTH- 
WEST 


By Fred A. Greene 





Drought still with us . . . Business pick- 
up hasn’t materialized . . . Laundry 
equipment top seller as prices show 
some firmness 


| I’S getting to be a monotonous tune, but it’ 
1 simple economic fact of life that the pro 
longed Southwest drought is sorely affecting th 
ippliance busine 


The fall pickup just has not materialized. 
Nearly 75 percent of dealers and distributors 
contacted show big decreases in their business 
during the last four weeks as compared to the 
previous month, ‘The figures are equally as pro 
nounced when compared with a year ago 

Of course, not all dealers are in the same boat 
But even those whose business has held up are 
not bragging. Many of them are achieving thes 
slight volume increases at the expense of profit 
and they are not happy about it. As one dealer 
remarked 

“So what! Our volume is up but not our profits 
All we have done is make more work for ou 
“4 lve . 

In the last month we toured a vast section of 
the Southwest, from Dallas through the Texas 
Panhandle, New Mexico and west Texas. It’s 
very obvious that the majority of dealers are just 
plugging along. A few are doing well, but it’s 
been due to extensive promoting and advertising, 
not to mention lower prices and higher trades. 
loo, the fact that military bases are in the area 
has helped. This is true in many of the larger 
cities—from 20,000 population on up 

“We're essentially a farm and ranch country,” 
one businessman said, “and unless the farmer 
ind rancher can sell his goods we can't sell the 
farmer and rancher.” 

There are a few sections, such as an eight 
county area in the Texas Panhandle around 
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Plainview where crops are in good shape and 
farmers making monc' But they are forced 
to irrigate their land without Mother Nature’ 
free rains and this has proven to be a costh 
proposition. 


The hardest hit areas seem to be in west 
Texas and far west Texas, with portions of south 
and central Texas included. Northern New 
Mexico and sizeable portions of Oklahoma are 
very dry. 

In spite of lagging fall business, there seems 
to be a general feeling that things will improve 
But this optimism is extremely guarded, particu 
larly as far as prices are concerned. ‘The profit 
picture is discouraging, though there appears 
to be a firming trend. Volume has been aver 
ging about even for all appliances, but th 
ame is not true of profits 
ness they have, most dealers are being forced 
to trade high and sell low to the financially hurt 
farmer and rancher. 


lo get what busi 


lexas sales in all appliances are way down. 
Laundry equipment ma the smallest drop 
in sales for many dealers, though showing gains 
It’s been in the field of refrigeration 
where dealers have been taking a beating 

One distributor, when asked about prices, gavi 
“Cockeved.’ 

l'elevision in the Lone Star state improved 
for several retailers and wholesalers, but move 
ment has been confined to the low-end models 
Portables are getting a big plav and an Amarillo 
dealer believes his jump in volume resulted from 
interest in the World Series. Interest in color 
remains slight, but steady gains are reported, Few 
dealers, however, are doimg much more than 
placing sets on their floors. Lack of programming 
is cited as the big reason. A Panhandle deale: 
did stress the pomt that margins are too thin 
to invest much money in color, particularly when 
he has to take a trade-in and then re-sell the 
trade in order to make a profit. 

Oddly, another retailer believes color is hurt 
ing overall T'V sales. He says people are not 
buying color sets now, but are looking with 
interest at them and holding off from purchasing 
black and white sets for another year when thes 
think color will be worthwhile, both as regards 
price and programming. 


for most 


i simple answer 


Fall sales in Oklahoma show laundry equip- 
ment moving best. One distributor in Oklahoma 
City said refrigerators were his top sellers, but 
this was the exception. At the other extrem 
another Oklahoma capital wholesaler remarked 
that “the refrigerator market could see a na 
tional dump.” 

TV movement in the Sooner state is termed 
fair, with portables and low priced consoles the 
consumers’ favorite. Color interest still lags as 
far as sales are concerned. But consumer curi 
osity is on the increase 


Military reservations in New Mexico are plen- 
tiful and therein lies the salvation of business. 
Though refrigerators generally show a dechn« 
laundry equipment has shot ahead to offset thi 
loss. Freezer sales also show an increase, pat 
ticularly in the Santa Fe area. Statewide, T'\ 
sales are about equal with 1955 figures, but way 
down in the Albuquerque area. Though Septem 
ber business, according to the Public Servic« 
Co. of New Mexico, is not as good as hoped for 
sale 5 have picked up considerably ind have helned 

(Continued on page 16 
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exclusive franchise offers 


t. Charles Kitchens 





dealers a remarkable 


chance to make money 


* Sales and profits prove the value of a 
St. Charles franchise 


For years, St. Charles has occupied a unique 
position as the only manufacturer who 
pioneered in fully custom-designing and 
building steel kitchens. The outstanding St. 
Charles line has always been sold only by 
hand-picked dealers, operating on an exclu- 
sive franchise basis in each territory. This 
exclusive franchise arrangement and St. 
Charles’ continuing quality have produced 
increasing dealer sales and profits. 

St. Charles’ phenomenal growth now 
makes it desirable to add a few qualified 
dealers in areas where representation has 
not been established — or in a few territories 
where franchises are being reapportioned. 

The St. Charles line is a “natural” for 
dealers to handle. The current demand for 
built-ins has already taught many appliance 
dealers what consumers are seeking in 
custom-built kitchens. Those appliance 
dealers, who are ready to set up a special de- 
partment to handle St. Charles, will find 
the rewards well worth while. 


This combination of 
franchise benefits 
makes St. Charles an 
unequalled opportunity 


* Exclusive franchise in each dealer's trade 
area. 


* Exclusive product advantages include 
complete custom building, even custom- 
built steel core sink and counter tops, 


* Nationally advertised to 9,000,000 con- 
sumer homes, nationally publicized, writ- 
ten up in all leading magazines. 


* Widest choice of units, hardware, and 
colors, including wood fronts in contem- 
porary and traditional styling. 


* Complete sales assistance, including fac- 
tory sales training, district sales manager 
supervision, continuous sales research, 
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and complete dealer sales aids. 


* Noinventory, van deliveries direct to cus- 


tomer homes. 


* Special school line offers additional op 


portunity for sales. 


* Full factory discount and factory war 


ranty. 


* Special factory decorating service to as 


sist dealers. 


* Centrally located main plant for faster 


service and shipment. 


If you’re a well financed dealer seeking to 
add an important line to your franchises, 
you may be eligible for a protected St. 
Charles dealership. Write for information. 
All replies will be held confidential. 


St. Charles Manufacturing Company 
St. Charles, Ii/lino/s £8 
Attn: Sales Manager 
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TRENDS recion BY 


wipe out a disastrous spring season. Right now 
things are fairly steady. This situation also holds 
true in southern New Mexico which is served 
by EF] Paso Electric Co. A few items are down, 
but most appliances, particularly freezers, dish- 
washers and dryers are up considerably. 


Arkansas sales remain steady after a good sum- 
mer and early fall crop. Automatic washers are 
way ahead of last year, with dryers and refrigera 
tors showing slight increases. Freezer movement 
is down and ranges are lagging slightly over 
last year. | 


The credit problem is showing up again. 
More dealers are finding it necessary to tighten 
the reins still more and one distributor even 
went so far as to call dealer credit poor. Though 
not in a majority, many retailers did not express 
too much concern and one even remarked that 
the situation is better than a year ago. 

It just depends upon where you sit 


...in the 


SOUTH 


Kitchens look promising . . . South- 
eastern market in state of “flux”... 


but many areas report sales gains 


YOUTHEASTERN appliance dealers could take 
\J a good deal of heart—and get a look ahead 
this month from comments made in Atlanta by 
the head of General Electric's consumer products 
group. Roy Johnson, executive vice president of 
the company, revealed that studies made by G-E. 
indicate the most favored areas for economic 
expansion in the U. S. include a band of states 
running south to the Gulf from North Dakota, 
and then east to the Atlantic ocean 

The accompanying influx of “settlers”, and the 
restless shifting about of the natives as they adjust 
in the Southeast to a steadily improving economic 
situation are going to create golden opportunities 
for appliance dealers, he believes 


“The biggest opportunity for high volume indi- 
vidual sales is going to come through the concept 
of the packaged kitchen,” according to Johnson, 
and this for several reasons 

“First, the trade-in of an older house for a 
new one is shortly going to be as common as 
trading in an automobile. Then, the realtor, with 
a twenty- or thirty-year-old house on his hands 
with a virtually obsolete kitchen is going to have 
to make it over to get the modern housewife in 
terested in buying the home, This means an 
entirely new kitchen, and dealers should equip 
themselves to handle this sort of order.’ 

rhere’s no question but what this sort of busi 
ness can provide a profitable source of income to 
the dealers. Dealers in Athens, Georgia, for 
example, which can by no means be considered 
a metropolitan area, during the past twelve 
months sold packaged kitchens to 80 houseown 
ers, with the average appliance bill coming to 


$1350. 


Atlanta dealers agree that there is a juicy 
market here for them, and blame themselves 
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REGION 


for letting much of the business 
to contractors 

“We've got to put this idea across to home- 
owners by the use of a lot more advertising than 
has been noticeable so far,” says the appliance 
department manager of a large Atlanta depart 
ment store. “The main thing is to make people 
want a whole new kitchen just as they want a 
new model automobile.” 


go by default 


The central Tennessee area, which was plagued 
by price cutting all summer, got rid of that blight 
with the advent of the 1957 appliance models. 

“Prices have firmed up, even on the 56 models 
we had left in stock,” says a Nashville dealer. 
“Along with that, however, I must say that sales 
the past couple of months haven’t been as good 
as they were in July and August. And competi 
tion is still as tough as ever. But, we're still 
about 25 percent ahead of last year. 


Dealers in the Carolinas, as well as those in 
Tennessee and Georgia, report a remarkable accep- 
tance for portable T'V sets. 

Says one distributor: “My dealers are doing 
a tremendous job with portable TV sets. It’s 
just one of those unexpected things. In some 
cases, this may have hurt regular TV sales, but 
most of the time people buy a portable as a 
second set—and there’s a TV sale you wouldn't 
have otherwise had.” 


The Florida sales picture has not varied all 
summer or fall—it’s consistently up. Water 
pumps, window fans, washers, radios, and water 
heaters are all more than 100 percent above the 
same month last year, for the last month reported 
Year to date figures are somewhat lower, but the 
average for all appliances is about 40 percent 
above 1955. Weakest spot in the sales pictur 
is television, but even TV sales are running 10 
percent above last year. 


Florida differs from the other Southeastern 
states in its population growth pattern. While 
all states in this area, excepting Tennessee, are 
registering healthy population gains, Florida is 
the fastest growing sizeable state in the nation 
Construction of homes and office buildings of 
various types continues unabated—and all of these 
buildings are wired for electricity. 

And Florida dealers are only too happy to sup 
ply the appliances to plug into these newly in 
stalled electrical outlets. 
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GREAT 
LAKES 


Color TV becomes more important .. . 
Dealers worry about builder compe- 
tition on built-ins .. . but fourth quarter 
prospects are good 


OLOR television, built-in ranges, and final 
quarter expectations are the foremost con 

versational topics among dealers, and opinions 
are flying thick and fast. ‘The majority seem to 
think that color TV will become increasingly 
important, that something should be done to 
wrest the built-in sales from the contractors 
grip, and that the final quarter will climax a good 
year. 
~ It would have been profitable to have had the 
popcorn concession at Cleveland’s J&L Appli 
ance, Saturday evening, September 29. Jack 
Fiocca, J&L president, employed both Perry 
Como and Esther Williams in an auxiliary sales 
capacity and cheerfully watched his color tele 
vision inventory become twelve sets lighter. 

Fiocca had prepared for NBC’s two and one- 
half hour color stint, featuring Como’s songs and 
Esther’s charms by turning on six color and three 
black and white television sets in his display 
window, so arranged that the color sets were 
flanked by two black and whites. The remaining 
black and white was placed atop the color sets 
at a central point. A loudspeaker apparatus car- 
ried the sound to the street, and by the time 
Perry was caressing the notes of his second ballad, 
over one hundred spectators had gathered. Before 
the festivities ended, attendance had reached two 
hundred. Twelve spectators purchased color sets 
on the spot, many others stepped within the 
store to make inquiries. 


Color television, long a controversial topic 
among the region’s dealers, seems “to have ar- 
rived.” RCA’s $495 model has doubtless brought 
it along considerably, but equally as important 
have been the technical advancements realized 
in the two and one-half years color has been 
on the market. Picture clarity has been meas- 
urably improved, the screen enlarged, and service 
problems simplified. 


A Detroit dealer thinks portable television sets 
ate a dark horse in the Christmas sweepstakes 
because they lend themselves so readily to second 
set usage, thereby enabling the kids to follow 
the Lone Ranger even as Mother and Dad watch 
the Godfrey show. 

“It’s very possible that portable TV’s will get 
a big play around Christmas,” this dealer says. 

There are apparently a number of distributors 
who agree with him for portable TV along with 
phonographs and radio will be the subject matte: 
of much distributor advertising. 


Hi-fi sets, which appear to be coming along 
gradually in the Great Lakes area, will get a big 
(Continued on page 21) 
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IT’S THE ONLY LINE 


Whinlpook 
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ALL PORCELAIN 
WHITE OR 
MATCHMAKER 
COLORS 


The new, beautiful Imperial 
automatic washer and match 
ing dryer are available in white, 
all-porcelain finish. If your cus- 
tomers want color show 
them the pink, yellow and green 
models in either the Imperial or 
Supreme. And, remember, the 
only thing that equals their 
beauty is... their performance! 
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SLOW SPEED FOR “SYNTHETICS” NORMAL SPEED FOR “REGULARS” 


You can see the difference. Set the dial for ‘‘gentle Set the dial for “normal action” and you get the thor- 
action” and automatically the washing and spin-drying ough, gentle action for washing cottons, linens and all 
actions are ‘4 slower than normal. This entirely sep- regular fabrics. Selective washing time . . . from 1 to 14 
arate and automatic cycle is for washing daintiest minutes .. . is sufficient to get even the most soiled 
things and synthetic fabrics safely. dungarees really clean. 
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THAT HAS EVERYTHING! 
WASHERS ano DRYERS 


NEW, BUILT-IN 
LINT FILTER 


Here’s the feature of the year 
in automatic washing ... a 
built-in, full-time lint filter to 
“screen”? out lint from wash 
and rinse water. There are no 
“‘pans’’ to fuss with before 
loading or unloading clothes . . . 
filter screen is easily removed 
for cleaning. And, lint-free 
washing is assured with any 
size load . . . any water level! 


EXCLUSIVE, BUILT-IN SUDS-MISER™ NEW, FASTER DRYING 


Here’s a feature every woman wants because it saves The new, 1957 RCA WHIRLPOOL gas or electric 
money every washday. Suds-Miser is the automatic dryers have faster drying action than average regular- 
suds return system that can save up to 2,500 gallons speed dryers. And, the Super-Speed model dries a big 


of hot water and 26 boxes of soap or detergent every load in only 27 minutes . . . faster than a 9-lb load of 
year for the average family of four persons. clothes is washed. 
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MORE SELLING FEATURES FOR YOU! 


-of[N THE WASHER 


-.-IN THE DRYER 
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THOROUGH 7 RINSES 


Most thorough rinsing known yet less rinse water 
is used than with ordinary washers! 6 pressure-spray 


rinses plus agitated deep rinse remove loosened soil 


and suds to get clothes sparkling bright 


PLUS... 


e_ Infinite water level selection saves water on partial loads 


e Automatic 3-temperature water selection 

« Free-Flow draining keeps clean clothes clean 
e Illuminated electric pushbutton door release 
e Ultra-violet germicidal lamp 

e Automatic spin stop when door is opened 

e Dual Cycle-Tone signals end of wash 

e Big, 9-lb. wash load capacity 


e 5-year warranty on sealed-in transmission 





INFINITE NUMBER OF TEMPERATURES 


Any temperature you need is yours for safely drying 
everything washable. And, for greater convenience, 
there are 5 automatic settings . . . each with a fabric 
guide to eliminate all guesswork. 


PLUS... 


e Ultra-violet germicidal lamp 

¢ Tempered heat with controlled air circulation. 
e Satin-smooth drying drum 

e Illuminated automatic pushbutton door release. 
e Step-saving Cycle-Tone signal 

¢ Automatic door shutoff for extra safety 

e Built-in screen on top easy to clean 

e Drying capacity up to 20 lbs. of wet clothes 


e Automatic ignition on gas models 


AND...TO HELP YOU SELL! 


RCA WHIRLPOOL washers and dryers are backed by the biggest 


advertising and promotion campaign in history... 


e COLOR TV SPECTACULARS e PERRY COMO SHOWS 


e MATINEE TV THEATER SHOWS e NATIONAL CONSUMER MAGAZINES 


see your @) Whinkpool pistriutor 


@) 
RCA WHIRLPOOL HOME APPLIANCES 


Products of WHIRLPOOL-SEEGER CORPORATION, St. Joseph, Michigan 


JOIN UP!I...1T’'S EASIER TO SELL RCA WHIRLPOOL THAN SELL AGAINST IT! 


Use of eedeomerts (gd end BCA euthorined by Wedemert owne: Radio Corporation of Amerino 
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promotional push also. Reaction to this product 
has varied greatly. Some dealers have had consid 
erable success whereas with others, high-fi has 
remained a secondary item. 

At any rate, promotions are active, and inven 
tories, generally speaking, are rising in preparation 
for the holiday season. There must inevitably 
be a qualification, when discussing inventory lev- 
els, since, among appliance dealers, method of 
operation varies greatly. ‘Too, anticipated volume 
is a key factor, governing purchase decisions, and 
dealer predictions for the final quarter ranged 
from “a 31% decline as compared to the fourth 
quarter of '55” to a “20% increase”. Most of 
those anticipating a decline in sales expected a 
tapering off in TV volume, with white goods 
steady, and increases expected in the housewares 
ind small appliance category. The more optimis 
tic group saw television up slightly, primarily 
because of color and portables, and white goods 
holding their own in view of the “make it a 
White Christmas” promotions. 

If you favor recent history over the crystal ball, 
stay with us and we'll review the first nine months 
of 1956 and compare it with the same period of 
1955 on the basis of general estimates submitted 
by the Cleveland Electrical League. In spite of 
the cool summer, air conditioning sales are up 
50% because of an active early season. This is 
not to imply that air conditioning units have not 
been an inventory headache. Many dealers con- 
tinue to have considerable stocks on hand. In 
commenting on the problem, one distributor 
respondent indicated that air conditioning units’ 
prices would increase 4 to 10% next season, 
ind added that as a result, dealers holdover stock 
will be worth more than it would have been under 
a constant price set-up. 

Dehumidifiers have tripled in sales, which might 
be expected in a region that was flirting with 
rainfall records in June, July, and August. 

Electric ranges ran slightly ahead of last year 
with built-ins strong. Two out of three new 
homes in this area are equipped with built-ins 
but dealers complain they are losing out to con- 
tractors on built-in sales because “we are getting 
the same purchasing deal, though we buy in 
greater quantity, over the long haul, and are com 
pelled to maintain a higher margin.” 

Dishwashers are up 25%. Refrigerators, off 
slightly. Dealer opinion is divided here. Some 
say color models will stimulate sales; others say, 
despite all the advertising efforts, color will not 
be generally accepted. Though the outcome on 
color models of refrigerators remains to be seen, 
it is apparent that the two-temp innovation has 
caught on. Thus far in '56, two-temp models 
have accounted for two-thirds of total refrigerator 
sales in the northern Ohio district. 

Food freezers are holding steady. Vacuum 
cleaners, up about 159%. ‘There has been a con- 
sistent rise in the sale of this item during the past 
several years. The lighter weight, multiple-attach 
ment models have proved very popular. 

TV is up about 10%; radios, slightly ahead of 
last year. 

The wet spring and summer, that gave impetus 
to humidifiers, also stimulated the sale of electric 
dryers, which are running 10% ahead of last year. 
Electric dryers have been a major seller in this 
region, since their introduction on the market 
Several dealers reported the item as September's 
top unit seller. Their companion, the automatic 
washer is outselling the wringer type, two to one. 
Garbage disposals are moving at about double 
last year’s rate 
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FAR 
WEST 


By Howard J. Emerson 


Dealers worry about full line trends, 
consolidations and tight money . . . 
Indications are that fall may be best 
in area’s history . . . TV in Australia 


Heading toward what may be the largest vol 
ume fall in their history, dealers in the Far West 
are still disturbed about their future in this 
industry, Uppermost on their minds: 


¢ What effect the trend to fewer manufacturers 
and more full lines will have on the independent 
dealer? They wonder if the present problems of 
the independent distributor may soon be their 
problems. At the NARDA-AMA meeting in 
Phoenix, dealers were told by one speaker: “ 
the trend most likely means fewer dealers in 
proportion to the number of customers . . . closet 
alliance between dealer and manufacturer, with 
more manufacturer scrutiny of the dealer's man 
agement and finance policies . . . more oppor- 
tunity for the dealer to secure adequate working 
capital....° 


¢ Tightening money market, more acute in Far 
West where one of every three dollars for loans 
must be brought in from the East or Mid-West. 
Dealers fear serious drop in building starts next 
year if tract builders anticipate difficulty in sell- 
ing because of shortage of mortgage money. 
Rumors are flying here that banks will really 
clamp down on consumer. paper, leaving the 
dealer with the choice of cutting volume or try 
ing to carry paper with capital he has difficulty 
in getting. 

Looking at the recent slight decline in busi- 
ness in the Salt Lake City area, a dealer there 
made this comment: “The tight money market is 
to blame—also many people have committed them- 
selves heavily on installment loans and they are 
beginning to get worried. At the moment they 
seem to be attempting to obtain a liquid posi 
tion rather than taking on more personal debt.”’ 
A Honolulu dealer whose sales currently are 
running 8 percent ahead of 1955 expects “the 
tightened money market” to be a problem for 
dealers on the islands next year. A dealer in 
Regina, Sask., told ELECTRICAL MERCHAN.- 
DISING that “. . . there has been a slight in- 
crease in sales this Fall but not as much as we 
expected . . . we blame the home loan legislation 
for our drop over this time last vear . . . indi 
viduals can get loans for home construction easily, 
but its difficult for builders to get loans.” 


Getting their annual fall diet of speeches, Far 
West dealers heard during the last month: 
In Phoenix, Ariz., from M. F. Bennett, RCA- 
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Victor, Camden, that by 1963 all television trans 
mission will be in color, He expects sales of TV 
sets to reach 9,000,000 units in 1958 with most 
of the increase in colorsets. He told this high 
fidelity-minded city that hi-fi should increase by 
96 percent in sales of factory-assembled units 
during 1957, 

In the Pacific Northwest, dealers of the North 
west Appliance and Television Assn, from Fred D 
Ogilby, Phileo Corp., Philadelphia, that dealers 
wiil continue to = i the number of lines car- 
ried, eventually specializing in full lines of one 
or two major brands. In Phoenix, Bakersfield, 
San Francisco and Seattle, dealers at NARDA 
afhliate meetings were advised by Ted Hahn, 
applaince merchandise manager of “Life” maga- 
zine, New York, to create a personality for their 
store and to develop an advertising program with 
a definite character that will set them apart 
from other dealers in their areas, 


A Los Angeles dealer on the controversial 
portable-T'V situation; “Portables are somewhat 
of a fad and I think sales will taper off by the 
middle of next year. People are buying them 
on the basis of eye-appeal, and are particularly 
attracted to bright colors.” “About one sales in 
five is a portable TV,” says a Denver dealer, 
“but of course the relation to volume is not that 
big. It seems that portables represent a net gain 

that much more business over what we were 
getting last year. Sales of 21-in. and so on are 
holding up with last year, and the portables are 
in addition,” 

A Cheyenne, Wyo., retailer comments: “Con 
sole TV is selling best~but I do not think it is 
a trend, it is simply a matter of what you push, 
If we push the least expensive models for a while, 
we move them, but if we put the same effort 
behind pushing the more expensive models, sure 
enough sales of those will pick up.” A dealer 
in Hollywood attributes the slight decline in 
his sales of television to the increase in his sales 
of hi-fi equipment. ‘T'V sales are good in the 
Sacramento area, says one dealer because: “It is 
the old one-two. The world series and football 
have encouraged men to buy a new set, and once 
they see that it is inevitable, the women talk the 
sale wp.” 

Looking at the appliance future in Portland, 
Ore., a dealer says: Wwe are having an excellent 
Fall business and we don’t expect it to let up~ 
but let’s face it, we have to keep wheeling and 
dealing to get this business. If we sat tight and 
held the line on price we'd fold up by February.” 
On the effect higher prices may have on appli 
ance sales next year, a Honolulu dealer com 
ments: “It won't matter, A ridiculous trade-in 
offer to get them in the store, then a low down 
payment and long easy terms to close the sale 
that’s all that seems to matter today, not the 
total cost of the appliance. Screwy but true.” 
Looking at October business, one Albuquerque, 
N. Mex., retailer reports: “Our electric tange 
sales are up about 20 percent above last year, and 
refrigerators are selling about 18 percent better 
than last year, People have more money and 
there is a lot of replacement of old models.” 
At the same time a report came from one of his 
competitors in Albuquerque, telling Execrricat 
Mercnanpisine that “. . . business is not very 
good and we don't expect it to get better—there 
seems to be a slight recession.” A dealer in Sacra 
mento offers this unverified statistical report 
“People in this area have been buying more boats 
this year than refrigerators,” 

(Continued on page 22) 
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“Sure saves the customers money!” 


They’re talking about KLIXON 
Protectors for Electric Motors 


London, Canada: Bill Toll and Len Morris, 
owners of TOLL-MORRIS Electric, specialists in 
electric motors, really know the value of Klixon 


Protectors. They say: 


“Of the thousands of motors going through 
our shop for repairs, the ones with Klixon Pro- 
tectors are invariably in for minor repairs — and 
with the windings intact. Sure saves the custom- 
ers money! We recommend Klixon Protectors 


with confidence.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protector is built into the 
motor by the motor manufacwrer. In such 
equipment as refrigerators, oil burners, 
washing machines, etc., they keep motors 
working by preventing burnouts. If you 
would like increased customer-preference, 
reduced service calls and minimized repairs 
and replacements, it will pay you well to ask 
for equipment with KLIXON Protectors. 


WRITE FOR THE NEW FREE INFORMATIVE BOOKLET, 
“THE STORY OF THE SPENCER O¥SC.” 
METALS & CONTROLS CORPORATION 
SPENCER THERMOSTAT DIVISION 
2511 FOREST STREET, ATTLEBORO, MASS. 
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CANADA 


By M. L. Schwartz 


Cool September boosts TV sales... 
Dealers expect fall rise in other lines 


. . » Co-op ads in trouble 


... Fewer 


housing starts threaten sales 


‘ALES were generally up on 

freezers, ranges, ieee, 
washing machines, radios and TV's 
during September for the hard-hit 
ting dealers who literally knocked 
on the door for business, but they 
were not so good for easy-going 
retailers. 

One big department store chain, 
for instance, tried a 100-T’V special 
sale, accompanied by heavy ads. It 
paid off so well that, in the words 
of a spokesman, “we repeated it 
with another 100 sets and got 
pretty good results.” 

Another large dealer, operating 
several branches in eastern Can- 
ada, said that his outfit did some 
hard selling of freezers, mostly de- 
luxe models in the price range of 
$340 to $500, scoring surprisingly 
well. “But, it’s a cinch we'd never 
get such results if we didn’t go 
after the business like we did,” he 
explained. 

However, a check of many other 
dealers who apparently waited for 
business to come into their stores 
and who obviously did less adver 
tising or door-knocking revealed a 
sharply contrasting story of Sep 
tember business. For example, one 
fairly large dealer, with a good 
sized a - an. section and quite a 
staff of salesmen “on the floor’, 
said: “We followed pretty much 
the same routine this September 
but our sales were down from a 
year ago, though we're unable to 
say why.” 


4 


Evidently, conditions have 
changed in such cities as Toronto, 
Montreal, Ottawa, Quebec City, 
Kingston, etc., and only dealers in 
tune with the times are getting 
the business, even if it means 
knocking on doors of prospects. In 
addition, sales in September showed 
that discount joints drying up, re- 
frigerators ave no longer a summer 
seasonal item, prices are going up, 
and cool weather in September 
definitely helped TV sales. In 
October, the general sales picture 
looks likely to be even brighter for 
TV and dealers expect an upswing 
in sales of washers, radios, freezers, 
and portable heaters. Dealers sig- 


NOVEMBER, 


nificantly used the word “boom” 
in forecasting fall business outlook. 


Dealers are eyeing their adver- 
tising much more closely. ‘This 
follows the conviction in a Toronto 
court of a large appliance manu- 
facturer of using co-operative ad 
vertising program as a principal 
means of allegedly inducing dealers 
not to sell below suggested prices. 
Ihe manufacturer agreed to help 
pay a dealer’s newspaper advertis- 
ing costs if the dealer promised to 
advertise at no lower price than 
suggested by manufacturer. When 
dealer defied the plan and adver- 
tised refrigerators at a lower price, 
it was alleged that shipments were 
temporarily held up to that dealer. 
Ottawa did not like it and the 
action under the Combines Investi 
gation Act followed. 


But this is not the whole story. 
Pressure is rising against advertising 
which, according to one national 
organization, is only “irresponsi- 
ble publicity”. Powerful forces are 
now lining up aginst such adver- 
tising tactics and calling upon the 
government to stop such abuses. 
“Modern advertising, driven by an 
ever-larger production of goods, 
strives ceaselessly and by all means 
to create a climate of opinion in 
which men and women are never 
satisfied but must, to be ‘normal’, 
buy more and more material pos 
sessions,” this body declared, add 
ing, ““To make this possible, credit 
is freely extended by merchants 
and others so that most things may 
be had on ‘time payments.’ ”’ 


Furthermore, the Canadian As 
sociation of Consumers has now 
come out bluntly with a demand 
on the Canadian Government that 
there must be definite limitations 
in advertising to protect the con 
sumer across Canada against ex- 
a of the credulous or unin 
ormed through exaggerated promo 
tion, something-for-nothing lures, 
misleading or offensive advertising. 
“With Canada outdistancing the 


(Continued on page 24) 
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PROMOTION EVER 


SOMETHING NEW 
TO HELP YOU SELL 





HURRY... 
HURRY... 
SEE YOUR 
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JOIN UP!...1IT’S EASIER TO SELL RCA WHIRLPOOL THAN SELL AGAINST IT! 
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if it's worth the cost of installing... 
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... its worth the cost of a safe \ 
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RANGE Corps 
DRYER CORDS 
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quality engineered 
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easy and permanent — 
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| | “From the complete line 
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Belden 


WIREMAKER FOR INDUSTRY 
Since 1902 


cHicaco 417 





Magnet Wire * Lead and Fixture Wire * Power Supply Cords, Cord Sets and Portable Cord * Aircraft Wires 
Welding Cable * Electrical Household Cords * Electronic Wires * Automotive Wire and Cable 
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United States this year in credit 
and installment buying or, in other 
words, consumer indebtedness,” the 
national organization with 75 
branches across the country de- 
clared, “we may be at the point 
in our economic development 
where brakes on use of cajclery to 
over-stimulate buying may be a 
safety measure for all. 

The tightness of credit and com- 
ing fewer family formations may 
slow house-building and in tum 
hurt sales of refrigerators, ranges, 
vacuum cleaners, washers, etc., for 
new households. A Montreal dealer, 
when asked about such effects, 
simply remarked that “It'll bring 
more delayed buying.” A Quebec 
dealer called it ‘‘a bad break but not 
serious yet.” 


The buyer of a chain, operating 
in eastern Canada, qualified his 
opinion by saying, “Much will de 


pend to what extent house build 
ing will be held up In his 
opinion, backed by a rather lengthy 
experience in the appliance trade, 
1 setback in house-building will 
force his company te change its 
plans, going after replacement busi 
ness to a greater degree 

Is a cut-back on new housing 
coming in Canada? The answer is 
yes. “It is, of course, true that 
mortgage lending under the Na- 
tional Housing Act is lower this 
year than it was last year,” said 
a spokesman for the Canadian Gov- 
ernment. “The main reason is the 
competing pressures for funds by 
industry and individuals. Mortgage 
lending has had to suffer some 
cut-back from its record days of 
last year when mortgage lending 
and house-building were compara- 
tively unfettered.” He hinted, 
“we may expect a somewhat smaller 
number of starts than last year.” 

Moreover, this spokesman said: 
“At the present time, we are feel- 
ing the effect of the low birth 
rates of the 1930's with fewer peo- 
ple coming to miarriageable age 
and this reduction in the rate of 
formation of new families is ex- 
pected to continue for the next 
few years until the early 1960's.” 

Since out of a total of 3,700,000 
families across Canada, there are 
about 350,000 families without 
homes of their own at the present 
time, according to an official source 
in Ottawa, a great many of them 
will now find it even more difficult 
to get into a new home of their own 
Lessened family formation rate will 
also cause dealers to change some 
selling plans now employed. The 
new pattern may include: more ef- 
fort to get repair business as a lead 
to future new business and more 
emphasis on the need for improve- 
ments rather than new equipment. 


End 
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DOLE 


Years of Experience 
Help to Make It Automatic 


DOLE SOLENOID VALVES 


Since the birth of the automatic home laundry and dishwasher, Dole Solenoid 
Operated Valves have played an important part in their success. 


Today, Dole Valves are the standard of the industry and have found a place on 
many other appliances where control of flow, mixing hot and cold fluids to correct 
temperature or other automatic operation is necessary. 


In dealer service departments, too, Dole Valves are recognized as the standard of 
the industry because they are simple, dependable, trouble-free. 


Be sure the equipment you manufacture is Dole equipped. Be sure the equipment 
you sell has the added sales appeal that the name Dole contributes to any product. 
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automatic 
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clothes 
dryers 





cottee 
brewers 








ice cube 
makers 





and other applications 


Dole genuine replacement parts are always 
available through your manufacturers’ serv- 
ice organizations. 


Control with 7 3, 


The Dole Vaive Company 
1901 Carroll Avenue 
Chicago 12, tilinois 


Phitadeiphia, Detroit, Los Angeies 
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SPARTAN 


gives you REAL action... LONG PROFITS 


ACTION! 


Every Spartan instrument is thoroughly market-tested —Competitively 
priced to move fast. 





Easy Sell-Up— Features and prices step up together all the way. 
Easiest by Far to Sell by Demonstration—Superior quality picture and 
sound is built-in... not just advertised. 


True Value— Realistic prices, superb performance, fine furniture styling make 
it simple to sell True Value fast. 


Generous Market Opportunity —Select Spartan Dealers get full territorial 
protection. 


PROFIT! 


No Price Cutting—Spartan prices are enforced—guarantees you long pro- 
tected profit! 





No “Annual Line” Dumping New models are integrated gradually. No 
quick change-overs to leave you with “‘obsolete”’ inventory. 

Greater Profit Margins — Larger Guaranteed markups. 

Price-Protected Inventory — Your Spartan inventory is fully protected. 


Transportation Prepaid—Spartan instruments are shipped to your door 
without extra cost to you—adds to your long profit margin. 
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leading dealers are switching over 


WIRE COLLECT... Sales Manager, Spartan Division of the Magnavox Company, Fort Wayne, 
indiana AND BE SURE TO WRITE FOR YOUR COPY OF THE COMPLETE SPARTAN 
STORY,''Get the Big Difference in the Tune of Your Profits.” 


SPARTAN TV 


as low as *1399° 


HIGH FIDELITY 
RADIO-PHONOGRAPHS 


as low as $7990 








Traditional or modern stands, tables or bases 
reduce inventory, increase sales of Lowboy" model 


Full-transformer powered chassis with Keyed Automatic Gain 
Control for exceptional fringe-area performance . .. 24" diagonal 
measure aluminized tube with Sepiatone optic filter, slanted re- 
flection barrier ...3-speaker extended-range sound system. The 
Riviera 24, in genuine mahogany, oak or cherry with traditional 
base, $359.90... with self-adjusting brass-ferruled tapered leg 
stand, $339.90... with smart accessory table, $354.90 (all VHF). 


Budget-Priced Console 
High Fidelity 


Heavy-duty 12” bass plus 
coaxial 5” high frequency 
speaker, 10-watt high fidel- 
ity amplifier, precision 
multi-speed intermix rec- 
ord changer, variable bass 
and treble controls. Acous- 
tical cabinets in hand- 
rubbed mahogany, oak or 
cherry. The Symphony 
"*210°’, in mahogany, 
$149.90. With super-sensi- 
tive, drift-free AM-FM 
radio, $198.90. 


All-Transistor Pocket Portable 
Weighs a mere 20 ounces, 
fits in pocket or purse, yet 
gives super-selective long- 
distance reception . . . fin- 
est tone quality . . . room- 
filling volume for hun- 
dreds of hours on only 
one low-cost battery. The 
Playmate, $64.90 with bat- 
tery. (Optional accessories ) 
Private earphone, leather 
carrying case. 





THE SUPERB NEW 


0 \Mallan 


A DIVISION 
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LOWEST PRICE 
EVER OFFERED 


=x 
: 
5 * . 
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NEW 
RA) Kstate 


with large Balanced-Heat 
Oven... waist-high Broiler. . 
Clock and Timer... Infinite 
Heat Burners... and 

















many more worthwhile 
features! 


MODEL E-199 
40° ELECTRIC RANGE 


oven 


PRICED TO OUTSELL ALL COMPETITION...SEE YOUR 


GA) Whinkpoot vistrisutor 


RCA ESTATE and RCA WHIRLPOOL HOME APPLIANCES are products of 


WHIRLPOOL-SEEGER CORPORATION, St. Joseph, Michigan 


WASHERS + DRYERS + IRONERS + REFRIGERATION * RANGES + AIR CONDITIONERS * DEHUMIDIFIERS 
JOIN UP!...IT’S EASIER TO SELL RCA ESTATE THAN SELL AGAINST IT! 
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for newest laundry ideas... 


LOOK for the NEW things 





coming from BLACKSTONE 
















































They're in the works—aAs soon as possible, Black- 
stone will be bringing you new, sensational laun- 
dry features . . . features that will make Blackstone 


washers easier to sell . . . easier to buy. Look for 
new selections, new customers, new profits, It will 
hit soon ,.. latch on... PLAN TO BE READY. 

New firsts from Blackstone aren't only new— 


Blackstone 


REMEMBER—~BIG THINGS ARE 
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BLACKSTONE 


LEADS THE INDUSTRY 
IN WASHING FIRSTS 








Since 1874, when it first introduced its 
hand-powered machine, Blackstone has 
pioneered the washing industry. Today 
Blackstone manufactures a full line of 
wringers, automatics, dryers and ironers. 
No other manufacturer can match Black- 
stone's wealth of laundry experience. 











they're sensational, This stems from Blackstone’s 
basic policy of not only wanting to build the best 
product on the market today, but wanting to build 
a better, more useful product tomorrow, You want 
further proof . . . look at some of the industry firsts 
Blackstone already has brought to the Jaundry field 
—firsts which began more than 80 years ago. 


America’s First Washer Manufacturer 
® Since 1874 


COMING 


NOVEMBER, 








Ist Hydractor Action 


Blackstone introduced 
its famous Hydractor 
washing action in 
1938. les exclusive de- 
sign first gave triple 
cleansing action with 
rubbing, flexing and 
flushing. 








Ist “Agitator” Automatic 


In 1940 Blackstone 
brought out the coun- 
try's first automatic 
washer with agitator 
action, thus utilizing 
a washing principle 
long since proved to 
be the most efficient 
of all types of washing 
methods. 








Ist Combination 
Laundry 





Immediately fol- 
lowing World 
War Il, Black- 
stone launched 
the first combi- 
nation laundry. 
Consisting of washer, dryer and ironer, 
this was the first package ever to do the 
complete \aundering automatically. 





Ist to Eliminate Troublesome 
Electric Gadgetry 


Blackstone is the only 
maaufacturer that has 
been able to eliminate 
troublesome electric 
gadgets. Its 100% 
mechanical operation 
gives Blackstone deal- 
ers the most service- 
free washers in the 
industry. 





Ist with Stainless Steel Inside 
and Out 


Pa Recognizing the beau- 
ty and durability of 
stainless steel, Black- 
stone has used it for 
the top and tub of its 
quality model Royalist 
—another exclusive 
Blackstone feature. 








FROM BLACKSTONE 
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Get Set for BIG V-M Profits 
| TOY MP Telo Mm Balgeleloislelel am Aelels 
V-M ‘KEY QUARTER’ 


V-M ‘Celeste’ tape recorder 
Model 750. A high-fidelity 
monaural tape recorder with 
binaural playback in a con 
temporary fine-furniture cab 
inet, Blonde of mahogeny, 
$259.95 List.” Black or brows 
finished legs optional 





These are the Products, 


This is the Promotion tor Continuing Profits! i V-M ‘Fidelis’® 4.speed phono 
graph, Model 560, matches 


Your V-M ‘Key Quarter’ Starts November 15, lasts through Celeste’ tape recorder, Three 
February 15. This is when you make plus-profits selling 
V-M before and after Christmas! Get set NOW 


with these V-M best-sellers and this follow-through V-M 





speakers, Super Fidelis 
changer. Blonde or mahog 
any, $149.50.° Walnut and 
ebony slightly more. Block or 
brass-finished legs optional 
merchandising campaign. Cash-in on V-M’s stepped- 


up national advertising and smash all sales records! 





V-M STEREOMATES — Matched high-fidelity ‘Celeste’ tape 
recorder and four-speed ‘Fidelis’" phonograph play every- 
thing recorded on tape or din PLUS stereo playback! 


SSCS ESESEEEHEHHHEEHH HEHEHE SESE HEHEHEHEHESEHEEH EE 


V-M Model 1260 4-speed avio 
matic portable phonograph 
with ‘Super-Fidelis’ change: 
Two-tone brown leatherette 


$94.95 List.’ 


= 





THIS NEW V-M DISPLAY IS NEVER 
OUT OF DATE! Put it up in your 
store now and you have a Christ- 
mas display that stops ’em, tells V-M Model 1260 automatic 
‘em and sells ’em V-M. Comes Dec. 3 4-speed portable phonograph 
26, make a quick substitution of ; Reddish- buff and white leath 
a single element and you have a ' y : 4 . erette $54.95 List.’ 
NEW display to keep those cus- 
tomers coming! Later, you’ll sub 
stitute a Valentine-theme element 
and keep right on selling through 
out your V-M “Key Quarter!”’ 


AND THAT'S NOT ALL! V-M also backs you up with 
consistent national advertising—in magazines, news- 
papers, theaters, on outdoor posters, on radio and tele- 
vision. Tie-in and cash-in with the Voice of Music. 


V-M ‘Playtime’ 4speed port 
able phonograph. Red and 
gray, green and white or red 
dish-buff and white leother 
ette $29.95 List.” 


See your V-M Distributor TODAY! 


the Woice Q.-: Music’ 


*Miightly higher in the Weet 





V-M PORTABLE PHONOGRAPHS. We show just three 
of a full line of pleasure-packed portable phonographs. 
There’s one for every purse, every purpose, every 
member of the family —and profit for you in every one! 
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THERE'S STILL TIME TO TIE IN AND CASH IN ON 


AMERICAN KITCHENS 
-O- matic 


od 
PORTABLE DISGHWASBHER-ORVER 


> Rp 


BIG PROMOTION 


C a 


GET SET TO RING UP BIG DOLLARS THROUGH BIGGER DEMAND GENERATED 
BY THE BIGGEST DEALER-SUPPORTING DISHWASHER-DRYER DRIVE IN HISTORY! 























it'e portabie! No installation! No trade-in! The Roll-o-matic selis itself! 


Today dishwashers are the fastest growing major appliance! tional BIG D promotion. It means more Demonstrations, 
Get your share of this booming business with the finest, more Decisions to buy! It means plenty of free red hot 
most-wanted portable dishwasher on the market! No instal- leads, free home trials by live prospects who want to be 
lation, no plumbing, no trade-in needed. convinced! BIG D is the Door-opener to big, big Dollars 

Pye American Kitchens backs up its dealers with the sensa- for every participating dealer! 

~) 

ty > ge 
mms SP ee . \=, 3 
? WHITE “y Double the impact, double the sales! Team up the . — 

















& oma @, holiday sales power of “Operation Snowflake”’ with this terrific 
al | ae Roll-o-matiec profit-boosting promotion! 


ey 
’ 


Vv 


ot ay 
Wore. wie = 


\ == 





4 - . ™~ 


70,000,000 READERS! 


Convincing national magazine campaign tells them, sells them, 
delivers the home demonstrations that clinch more sales for you! 


Powerful four-color ads drive home the sales-making theme, “It’s not a luxury, it’s 
a modern necessity!'’ An audience of 70 million discovers Roll-o-matic’s exclusive 
“‘Add-A-Dish"” feature enables user to add a dish at any time without loss of hot 
water or detergent! Readers are urged to dial Western Union Operator 25 for free 
home trial—and these leads are turned over to you! 





Call, wire, write your distributor for your 
BIG D Merchandising Kit and for the "Big Dealer” Deal 
which means even bigger profits for you! 


DIVISION | [ico CONNERSVILLE, INDIANA 











ROLL-O-MATIC DIGHWASHER-DORVERS ¢ ROTO-TRAY DISHWASHER-DRVERS 





KITCHEN CABINETS © FOOD WASTE DISPOSERS ¢ BUILT-IN RANGES, OVENS 
Also distributed in Canada by Moffats, Litd., AVCO Mfg. Corp. 
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Mort Farr Says... 





Our Big Need: 
More and Better 
Trained Salesmen .. . 


UR industry may be divided on a lot of fun- 

damental issues, but on one thing, we are all 
agreed—the appliance and radio-television indus- 
try needs more salesmen and better trained sales- 
men. This is true at every level of the trade. 
Retailers are hurting from lack of salesmen; dis- 
tributors need men, too, perhaps, but more than 
that they need betier training for the ones they 
have or new ones who can do a better training job 
for their retailers. Most retailers today feel that 
they are training the distributor men who call on 
them rather than being trained by them. I might 
observe in passing, also, that the salesmanship at 
high level of some of our top brass factory sales 
executives leaves much to be desired in this age. 
While many of these men are good administra 
tors, the need in the sales end of our business is 
for men of experience who have beaten the bushes 
and can show others how to do it. 


IMPROVE “KNOW-HOW.” Last month I told 
of some ways to hire new salesmen. Now the 
problem is how to train these new men, and 
make them a productive part of your organiza- 
tion. I repeat, that you should take enough 
time to hire a good man—make the main 
reason be that you really want him, not because 
you need another salesman. 

In these times, every owner of an appliance 
store should spend some of his time each week 
improving his own “know-how”. You must 
keep up on all trade news and keep informed on 
trends and latest promotions. You must study 
not only your own business, but your competi- 


tion as well. You must like your work and have 
confidence in vour ability—this breeds conf 
dence in the men who work for you, 


ESSENTIAL INGREDIENT. Incidentally, if 
there is one characteristic I have observed in 
the successful salesman I have talked to in my 
travels, it is self confidence. Men today can't 
depend on personality, but if they are informed 
and have the knowledge they acquire a self con- 
fidence that gives the customer confidence that 
he can rely on the salesman’s judgment. The 
secret then of acquiring this self confidence, is 
knowledge. It is up to us to provide our men 
with this knowledge or know-how. If a new 
man was not previously a salesman, we must 
start and train him in the requirements of a 
professional salesman. Prove to him it is an 
honored profession—get him books and help 
teach him salesmanship first. One of the early 
lessons should also include the subject of the 

opportunities offered so as to remove any doubts 

in his mind about his future in selling. ‘The first 
job in indoctrinating these men is getting them 
to have a favorable idea about selling, about us 
and about our products. The next step—or the 
first one if you have hired a man with previous 
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sales experience—is to get him sold on you 
business and how you conduct it and SHOW 
him why people should buy from you. Teach 
him the siiteeiny of your business. Let him 
see how complaints are handled and why your 
service is better. Let him find out from cus- 
tomers why they buy from you. He must under 
stand that you sell good products that you arc 
thoroughly sold on and that you not only know 
how, but can show him how to sell them. 


ANSWERS FROM KNOWLEDGE, In my 


business, if I hire a man, even if he is an 
experienced TV and appliance man, and thinks 
he knows all the answers—! will not let him on 
my floor from two to four weeks, until he knows 
something about our own operation. During this 
period he shoukl be supported and monn | to 
know that he has been selected out of a lot 
of applicants; that you have faith in him and are 
willing to invest in him. We start a new man 
out by having him spend at least a week in the 
service department. He takes a day and rides 
with a washer installation man so that he under- 
stands what is meant by a normal installation, 
He takes a trip with the truck to find out why 
you can’t always get an automatic washer down 
the stairs, or how difficult it is at times to get 
a large refrigerator or freezer through doors 
and around corners. We have him ride several 
days with television repair men so that he un- 
derstands that his customers can expect to have 
service calls and trouble, but that we can repait 
any of them and satisfy them. He must spend 
several days in old clothes climbing roofs with 
IV installation men, so that he knows what he 
is talking about when he tells a customer that 
he requires an outside antenna or that the one 
he has needs to be oriented. He can be shown a 
ghost and know how it can or cannot be elimi 
nated in different locations. When a salesman 
rides with a refrigerator service man he hear: 
the questions a woman wants answered about 
the new automatic defrost and learns where to 
set the controls from someone who knows best 

Our newest salesman was indoctrinated into 
the intricacies of color television by going with 
the technician and finding out how much skill 
is required in the setting up—and why it is 
going to take highly trained men to keep these 
sets operating at this peak efficiency. He is also 
getting the customer's favorable reaction to the 
thrill of this modern miracle and will be able 
to tell his customers why they should buy a 
color set. We insist that a new man answer the 
phones in the service department so that he 
understands the problems, not only of the cus 
tomers, but of the service manager and the 
service men in taking care of these calls, 

Our men are taught that these service call: 
are not to be treated as a nuisance but as part 
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Mort Farr, Upper Darby, Pa., appliance-TV dealer 


of the business, and stepping stones to future 
sales, 


SHOW, NOT TELL. Now, we are ready to talk 


oduct, and 1] assume that you are going to 
iave good products, Here the task should be 
delegated to your distributor salesman or dem 
onstrators, and they should have all the time 
they require to give the man all of the features 
and selling points of all the models in his line 
Here it is important that these men be 
shown how to demonstrate the product. 
You can't tell them—-you must show them 
After you are sure that he understands your 
philosophy and has a working knowledge of the 
products you sell, perhaps the next step would 
he to try to let him sell something to one of 
your salesmen who can give him the objections 
that customers are bound to give. Now he 
should be taught such things as how to ask for 
the order, and how to handle the subject of 
price and trade in, From then on, these men 
should be given lists of all the products you sell 
and prices, with any specials marked and with 
notes about merchandise you particularly want 
to move. He should also get a supply of spe: 
sheets, order books, leases and notes, be taught 
how to figure terms and how to properly make 
out leases your way. By this time and th 

hould take a month, the man should be ready 
to take his place with your other men and begin 
to really learn at your regular sales meetings 
Ihese men are going to need a work plan and 
now have to be taught the value of a Plow up 
ifter the sale. This should be done at regular 
meetings, as too often your present men don't 
do enough of this follow-through and must be 
constantly reminded of it. Sales meetings for a 
ales foree are a must and some stores have one 
every davy—others, once a week, or even less 
We have two each week, on Tuesday and Fri 
day mornings at 8:30 a.m,.—and I don’t mean 
8:31! If you are going to have meetings, make 
sure you have something to present and make it 
interesting and profitable. This is a tough job 
to do every day, if you do not have a sales 
manager or supervisory help, and even if you 
do, presents a problem of making each of these 
meetings productive. We talk over merchandis 
ing reid effectiveness of advertising, what 
we need to sell—both in stock and what we 
should be buying, competitors, ads and basic 
selling. It is best to have the men contribute 
and participate and for you to give recognition 
to those who are doing a good job. We discuss 
pending deals with all the men, 


MORT FARR WILL DISCUSS: the best ap 


proach for a salesman when a customer enter 
why salesmen fail 
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ECONOMIC CURRENTS 








Pressure on Prices Means 


a New Squeeze on Margins 


By the McGraw-Hill Dept. of Economics 


rT HE cost of living index has gone up almost steadily since 

the beginning of the year. The index shows a rise from 
114.6 (1947-49 = 100) in January to 116.8 in August. And the 
outlook is for a continuation of rising prices throughout the rest 
of this year and the early months of 1957. 

What consumers pay for goods and services has a direct 
relationship to what manufacturers have to pay—and manufac- 
turers’ costs have been climbing. 

Industrial prices have been rising since early 1955 because of 
increases in wages and raw materials. A new push was pro- 
vided by the steel wage increase in early August this year. Steel 
producers raised prices to compensate for the raise in wages 
set by union contracts. Higher costs of producing steel were 
passed on to steel users—auto makers, poll ves e manufacturers, 
etc.—who in turn have had to raise their prices. Thus, rising 
costs are being passed on down the line—and ultimately to the 
consumer 


HIGHER RETAIL PRICES. After steel producers granted 
FORMANCE industry-wide wage increases in August, other industries fol- 
MOTOR SER lowed close behind. When manufacturers raise prices, two 
things can happen. Dealers can absorb the price hike and 
T RNOVER cut their profits, or they can pass it along to consumers in 
THAT BPEEDS TY higher retail prices. With many dealers operating on small 
profit margins, the prospect is that the majority will have to 

raise retail prices. 





When the appliance is powered by a Lamb Electric Historically, as shown in the chart, consumer prices have 
Motor, you can tell your customer about the out- followed very closely the trend of wholesale prices. In 1950, 
standing performance of the motor — its quiet, following the outbreak of the Korean War, wholesale prices 
dependable operation; its long life; and the fact took a drastic jump. And consumer prices have clung very 
that it was buile by a company which has specialized closely to the wholesale price trend until just recently. How- 
in small motors for 41 years. ever, next year the present gap should narrow considerably 

Greater product appeal, resulting from these sales COST OF LIVING. It may be, too, that the cost of living 


features, speeds turnover. This is one of the many 
reasons why leading dealers the country over like to 
handle appliances equipped with Lamb Electric 
Motors. 


has risen more than the figures indicate. Since 1947 the pur- 
(Continued on page 36) 


THE LAMB ELECTRIC COMPANY * KENT, OHIO 


in Canada: Lomb Electric — Division of 
Sangamo Company Ltd. Leaside, Ontario 


- 





Motor parts 





for ’ 
household appliances \ , 
Industrial 
“~ Wholesale- 
Prices 
Lightweight motor Turbine for 110 
for canister-type 
portable devices. vacuum cleaner. 











5 Oo 
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The Finest Products 
Made with Aluminum 


are made with 


‘REYNOLDS & SS ALUMINUM 

















An the leading appliances are made 


with Reynolds Aluminum...and Reynolds 
does more than anyone else to help 

pre-sell your customers and prospects on 
choosing name- “brand appliances made 


ee _——, 


with aluminum. ie “fe = | Reynolds 
consistently points out the magic of fine 


products made with light, strong, 


rust-proof aluminum. Reynolds does 











this with pavertisoments in 


etter Homes 
in 1 Oy and Garden _ 


with outdoor posters | 


..In other leading magazines.. 





i 


* 
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jE the magic of aluminum and the 
magic of the name Reynolds Aluminum 


to work for you...this Christmas 





..and throughout the year. Sell appliances 


and other fine products made with 
I | aes Sage tr — 
: . C % nr Lis | 
Reynolds Aluminum. G ™, iz 










Remember...the millions who choose 
Reynolds Aluminum by name—the millions 


who have made Reynolds Wrap 





' 
= first choice in their kitchens 


by an 8 to 1 margin— have made Reynolds 


the leading name in aluminum. 





The Finest Products 
Made with Aluminum 


are made with 


REYNOLDS G23 ALUMINUM 
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CADILLAC Quik-Vac SALES CLINCHERS 


NEW CO-OPERATIVE LOCAL 
NEWSPAPER AD PROGRAM 


NEW NATIONAL MAGAZINE 
AD PROMOTION 


of ano ... the coveted McCall's 
“USE-TESTED” tag 
















Model 688 
the only canister 
cleaner with a 
2-SPEED MOTOR 


NOW EASIER 
THAN EVER TO SELL — — 
and more profitable, too! 


We're all set with a new factory-dealer 
cost participation plan for Cadillac ad- 
vertising in your local newspapers. 


Write for ad-agreement 
and ad proof sheets 





Reduced from half-page 
ad in House Beautiful. 


ZA, Now Cadillac 
. National Advertising, 


Local Newspaper Advertising, 
and all 
Cadillac Quik-Vac Cleaners, 
Prominently Display this Tag. 


it creates confidence © furnishes 
quick product information ¢ 
clinches sales. 


pacer 
Don’t miss this profit opportunity! 


Plan now to use Cadillac's co-operative newspaper advertising 

to tie in with our National Ad Program. Right now, while 
you're thinking about it, write us for 
® full information. 






aie 






Vacuum Cleaner Division 


QUIK-VAC CLEMENTS MFG. CO. si ''sccmrs a" 


. . » Sold only through reliable distributors and dealers 
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(continued) 


chasing power of the dollar has 
steadily declined. The statistics 
show that the dollar is now worth 
only about 82 cents compared with 
1947. But figures seldom give an 
entire picture. 

For example, the index does not 


take into account changes in the 
quality of goods made. Many 


manufacturers have vastly improved 
the quality of goods during the past 
10 years. And in many cases qual 
ity has improved without a subse 
quent increase in prices. This 
would tend to make the index 
higher than it should be, becaus 
the consumer would be getting 
more for his money for the same 
price. 

But this upward bias is probabl; 
more than offset by the upgrading 
in consumer buying habits. The as 
sumption behind the index is that 
the kind of items purchased b' 
consumers in 1956 is the same as 
between 1947 and 1949. But with 
more and more consumers moving 
into higher wage brackets, con 
sumer tastes have changed. 
buying items 
which they could not previously 
afford. And they are buying bigger 
and better things—9-cubic-foot re 
frigerators and larger, instead of 
6-foot models, and 2\l-inch or 
24-inch TV sets instead of 17- 
inch screens 

Som as apphance 
ind ‘TV carry very littl 
weight in the cost of living index 
But servicing has developed into a 
large item im consumer budgets 
Vhus, the cost of living index is 
probably a better indicator of a 
broad trend rather than a_ precise 
measure of what is really happen 
ing. 


TIGHT MONEY. Since the trend 
is up, the question is how much 
further will it go up? The answer 
to this will depend, in good part, 
on how effective the Federal Re- 
serve Board is in keeping the lid 
on inflation. The FRB has steadily 
increased the discount rate on loans 
to banks through the past two 
years, but it seems unlikely that 
the current three percent discount 
rate will be sufficient to halt th 
present inflationary trend 

light 


Consumers are 


items, such 
SETVICE 


Economic Cur 
rents, July 1, 1956) will be with 
us at least through the earl 
months of 1957, for in addition to 
the pressure on prices from rising 
labor costs, businessmen are adding 
steam to the boom by their vast 
expansion plans. Even though they 
are having trouble getting loans to 
finance these plans, businessmen 
show no sign of abandoning their 
programs. ‘The effects of greater ca- 
pacity and productivity resulting 
from these programs are not ex 
pected to be felt until early next 
year 
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t i i iat it oe 4} room air conditioners | 
at f creccie 4a He tee # . 
et a te ae es , 
| fe |{.2737%)| install anywhere 
. | aa =| only 16%" deep... | 
ie 
| = 4) $4 Never before such cooling capacity, never before 
- 7 re ee . i 80 many convenience features engineered into so 
; at Feet ath FF reikrd compact a unit. Customers will appreciate the 
3 reget rertee ff re 4: f “Compact’s” advanced styling in rich decorator 
i + peecet es tf] 4 colors of warm greys highlighted with gold. And 
A ; ee pres tertt: Fe 4 Ht, these features are what they are looking for in 
Xr ansatiiitite air conditioning convenience and comfort: Auto- 
44444d arte ° ° eo ° 
matic temperature control; double air purification; 
exclusive “‘far-reach” cooling; permanent, washable 
filters; easy installation anywhere without objection- 
LJ able overhang inside or out; fresh air in or room air [ 
; out, with or without cooling; no-draft directional air | 
control... and many other sales clinching features. . 
_ And you are backed with a 5-year warranty. aud ‘ 
> 16%" |¢ | 
MB — 7WCD5 % HP 7a AMP 15 V ‘ 
MB — IWCD5 1 HP 12 AMP 115 Vv 
MB — IWCDO 1 HP 8 AMP 230 V 
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New Manning-Bowman 


“HI-STYLE” 


room air conditioners 
full range of capacities 





Another outstanding line of M-B air conditioners 
that give you every competitive advantage. Here's 
years-ahead styling in a conventional type window 
unit, and here, too, are the same important con- 
venience features found in the “Compact” series 
listed above. To make 1957 your most profitable 
air conditioner year, stock and sell both of these 
top value, competitively priced series. You can 
meet and beat competition without sacrificing 





your own margin... and you can fill every style 
and capacity requirement. 


MB- 74CD5 “% HP 7a AMP WS Vv 
mB — 100CD5 1 HP 12 AMP WsVv 
MB — 101CDO 1 HP 8 AMP 230 V 
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M anning-Bowman (A) Electric Table Stoves—Four M-B models in one and two 


burner styles. [llustrated—Model 4M25 with six heat selections, 


high-ca pacity dehumidifiers Satin chrome tops. 


Big 1/5 HP capacities in both the Deluxe and Automatic Custom (B) Roasterette-Casserole— Model 4M21 in gleaming chrome. 
Model to remove more moisture, faster. Both models beautifully Big 5-quart capacity. Fully automatic operation. 


styled in rich greys and highlighted with gold trim. Both M-B 


dehumidifiers can be feature promoted as well as price promoted. (C) W affle Bakers and Grills— Mustrated— Model 62G1 Auto- 
Custom model on the left has automatic humidistat turns on matic Combination with reversible grids. Three other popular 
and off as humidity changes. models for complete selection. 





(D) Blender and Liquefier — Model 525, with every im- 
portant food preparation and operation feature. A top retail 
value. 


() Automatic Coffee Urns and Percolators Three 
popular models in 24-, 12- and 9-cup capacities, Illustrated 


Model 60% 24-cup automatic urn. 


(Fk) New M-B Hair Dryer—All chrome Model 7M1 with 


new extra lightweight design and easier handling features. 


(GG) Electric Corn Poppers Three models for every 


customer requirement. Model 2MO 2-quart size illustrated. 


(H) Automatic Pop-Up Toaster—Famous M-B toaster 
with the “timer that thinks.” An outstanding retail value. 


Model 1B23. 


(1) M-B Portable Mixer—All chrome Model 5MO with 


more eye appeal, more features, and lighter in weight for 





easiest handling. 


(J) Electric Knife Sharpener— For all size knives and 
many tools. Every important quality and safety feature. 


Model No. 200. 





master craftsmen in metal since 1857 
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(A) Thermostatically Controlled Reversible Windou 


Kans — Every window fan feature including two-speed opera- 








tion, electrically reversible, push-button controls and auto- 
matic Thermostat operation. At left--24" Model MB24- 
RPT-A, at right 20” model MB20RPT-A 

(NOT SHOWN MODEL MB20RP-A SAME AS MB20RPT-A WITHOUT THERMOSTAT.) 


(3) Electrically Reversible Window Fans—Model 202MO0, 
for exhaust or ventilating. 2-speed operation. 20” size fits all 


windows. Also Model 9020 non-reversing. 


(CC) Breeze Boxes—-Vive models from 10” to 24” sizes. 
Electrically reversible model 3020 illustrated. ix panders 


available in 16 and 20” sizes. 


(1)) M-B Thin Boxes (expanders available). For use as 
portable or window unit. Electrically reversible. Model 
200M 2 20” model. 


(fk) Manually Reversible Window Kans Your models 
in 8, 10” and 12” sizes, single or double units. Models 
1252MA and 1250MA illustrated 


(Ff) M-B Portable Low Boy Fans—Six models from 8" 
to 24” sizes. Versatile, completely adjustable. No. 3520 20”, 
and No. LOOMO 10” illustrated. 


(G) Manning-Bowman Roll-Abouts—1\6", 20” and 24” 
models. Powerful, quiet, easy to move. Two speed opera- 
tion. Illustrated—— Model 3720 20” Roll-About. 


(H) Oscillating and Stationary Fans —Vive models from 
8” to 16” sizes. One to three speeds. Every selling feature. 
Illustrated —— Model 41 10” oscillating. 





(1) Portable Heater-Fans and Heaters—Five models in 
three styles. Illustrated——Model 1707 with automatic 


thermostat control. 





(J) Vo-Draft Circulators Beautiful furniture styling for 
office or home. Three speed operation. Model 6005. 
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ECONOMIC CURRENTS 


(continued) 


politicians, it seems unlikely that 
the FRB will move to ease credit 
he FRB is under Sharp attack 
from those who feel that its tight 
money polic ies are putting a crimp 
in the expansion of our economy 
But the FRB sees greater dangers 
in inflationary pressures and is not 
likely to ease credit until these dan 
gers are lessened 


RECORD CREDIT. By limiting 
the amount of credit available to 
businessmen, the FRB also hopes 
that it will indirectly curb con 
sumer credit. When credit is tight, 
some consumers applying for loans 
will have to be turned away. And 
consumers have been buying on- 
the-cuff at a record pace. Consumer 
credit outstanding is now at a 
record total of some $38-billion. 
All these factors add up to in- 
creasingly greater pressure on prices 
in the months ahead. For the appli- 
ance dealer it spells out more prob- 
lems in the cost-price situation. 
His profit margin has already been 
cut by new manufacturers’ list price 
policies designed to combat the dis 
count house problem. Also, retail 
sales of many major appliances have 
been lagging. This new threat to 
dealers’ margins can be met only by 
higher prices, increased retail vol 
ume, or both. The big question is 
how consumers will react to a 
boost in prices End 


J. LOOKING FOR A 
GUIDE... 


to base your next year’s appliance 
sales on? Electrical Merchandising 
has one in preparation right now. 
It’s the annual January statistical 
issue, an annual which has made a 
place for itself in the sales planning 
of dealer and manufacturer alike. 
Chock-full of facts, figures and in- 
formative articles on the appliance 
business during 1955, and with 
forecasts for the year ahead it will 
be in your hands in two short 
months. Watch for Electrical Mer- 
chandising’s 


JANUARY, 1957 
STATISTICAL AND 
MARKETING ISSUE 





They don’t say it out loud — but it’s true 
just the same. Just about every woman who 
walks onto your sales floor is bewildered by 
the dazzling profusion of brands — appliances 
— names — features. She is subconsciously hop- 
ing you can convince her that one is the right 
one — for her. 


And how do you do that? Successful sales- 
men have found that the surest way to gain her 
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confidence is to stress an outstanding feature. 
When any appliance is equipped with a Ni- 
chrome* heating element, you have just that 
kind of a feature. For you know that the heat- 
ing element is by all odds the most important 
part of the appliance. 
So tell her “it has a heating element of 


Nichrome.” You'll make up her mind and 
clinch the sale. 


Nichrome V ond Nichrome ore manufactured only by 






BRANCHES; Chicago, Detroit, Cleve 
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HARRISON, NEW JERSEY 


Lowieville, Los Angeles, Sar Francisco 


anade. The 8. GREENING WIRE COMPANY, Utd., Hamilton, Ontario TM ud 
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MAKERS OF THE MOST COMPLETE LINE OF ELECTRIC HEATING, RESISTANCE, AND ELECTRONIC ALLOYS IN THE WORLD 
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Americas NEWEST 














e@ No tubes to wear out sass | SEES 


e Big set volume $ 95 C Nae. fs 
e Long range—Long life onl hg ~ 
@ Trouble-free “printed” circuit y i / 


e@ Plays up to 400 hours on batteries 


Don't wait another minute to get this newest way to higher profits 
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ransistor Radio Line 






NEW (4P2 Series) 
—4 transistors—full size dial—un- 
breakable plastic case —3 gay colors. 


In charcoal at $9985" 


(7L Series) 
Beautiful transistor portable with 
“pop-up” antenna—compact, un- 
breakable, with wide tuning range! 
Four lush 2-tone color combinations, 


A real sales-pacer at 199" 





PROFITS GO UP. UP. UPI 


Yes, volume builds... profits soar with 


Admiral 


TRANSISTOR RADIOS 


Small but powerful...compact, rugged...big-set per- 
formance that can go everywhere! Smartly styled too, 
in a rich variety of color combinations. Long-life 
values that mean perfection in portable radios— 
greater sales for you. 


* Slightly higher South and West, 


and these wonderfu! Admiral products have proven sales appeal too! 





4L Series 


Beauty plus power! America’s most 


popular table radio. In Ebony at 544% 











5H4 Series 3J Series 
Deluxe clock radio for tops in sales! 4-speed portable automatic phono- 
Luminous hands. In 3 colors at 534% graph, sweeps in big sales at sh Ass 


from Acdemireal, Call your Admiral distributor NOW! 
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cuts installment record-keeping costs 
and insures prompt customer service 


Now, installment businesses of all 
types and sizes can profit by improved 
record keeping, better customer serv- 
ice and more effective control with 
the new National 42”. 

This new window posting machine 
posts all related records simultane- 
ously, right at the window where the 
transaction occurs. In a matter of sec- 
onds, passbook or statement, ledger, 
and journal are all posted in original 
print (no carbons). 

All entries are lock-protected and 
detector-counter-controlled. From 
the moment an amount is recorded 


until the day’s final total sales are 
submitted to management, transac- 
tions of all types are protected. 
What's more, the new National ‘'42” 
is so quiet it can be used anywhere 
without disturbing even the nearest 
customer or employee. 

The National 42” establishes new 
high standards for installment ac- 
counting equipment, the result of 
intensive consideration of the needs 
and conveniences of customer, cashier, 
and working requirements of modern 
offices. 

Years of experience have proved 


the many basic principles which are 
indispensable to prompt customer 
service and effective control. The new 
National ‘42’’—exclusively new in 
design—applies new techniques to 
these principles. We suggest you call 
your nearby National representative 
to find out how the National “42” 
will benefit your installment business. 


*TRADE MARK REG U.S. PAT OFF. 
ONalional 
ACCOUNTING MACHINES 
ADDING MACHINES . CASH REGISTERS 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


986 OFFICES IN 94 COUNTRIES 
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what does it mean to you... 
to your customers? 


R.O.P. is the record of performance of each and every Ben-Hur Freezer. 
It is the last of many exhaustive tests that each Ben-Hur unit 

must pass before it leaves the factory . . . it is exclusive with Ben-Hur. 
Every Ben-Hur Freezer must show at least three complete cycles 
before it is awarded the exclusive R.O.P. Tag and passed for shipment. 
No other Freezer must pass such thorough and complete testing. 


1. Insures C lete And Continved Cust Satisfaction 


P 


the best 2. Means Fewer Service Calis And Fewer Service Problems 





H pays to The R.0.P. Tag attached to each Ben-Hur Freezer that you sell . . . 





po e modern testing rooms where 
a Freezer receives its final 
P. record of performance 
ja roca and kept in the company 
files. 
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6, FROM THESE CHARTS, 
OR SERVICE FORMATION. CAN BE TIACED 
10 THE MINUTE DETAR 







A, THESE CWARTS. AME FILED 
FOR FUTURE REFERENCE 


ANY PRODUCTION 
















BEN-HUR MANUFACTURING CO., 

Dept. EM, 634 E. Keefe Ave. 

Milwaukee 12, Wisconsin 

I Want To Sell The Best. Tell Me More About 


The Ben-Hur line of R.O.P. Tested and Tagged 
Freezers. 





city ZONE STATE 








china lnaiandincareenandnarasaceenane 
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A MESSAGE TO AMERICAN INDUSTRY © FIFTH OF A SPECIAL SERIES 


THE SHORTAGE OF SCIENTISTS AND ENGINEERS: 


What Can Be Done 
About It? 


There is no easy or quick way to overcome the 
shortage of scientists and engineers that has 
become a threat to our national security and 
economic progress. The solution can come 
only through diligent efforts extending over sev- 
eral years to bring the supply of technically 
trained people into balance with our needs. 
Meanwhile, the pressure of the shortage can be re- 
lieved if industry, government and education make 
better use of the limited number of scientists and 
engineers now available. 

Earlier editorials in this series have discussed the 
dimensions of the shortage of technical manpower, its 
meaning for our national security and our economic 
well-being and the causes of the shortage. This final 
editorial will survey some of the measures that can be 
taken to overcome the shortage, Most of the proposals 
presented here have been suggested elsewhere. But 
in combination they appear to offer the best hope 
of an answer to this serious national problem, 


Soviet Methods Not For U. S$. 


It is clear that no crash program, inspired by 
panic and designed indiscriminately to drive 
hordes of high school students into science and 
engineering, is suitable for the United States. 
Even if we adopted Soviet methods of channeling 4 
large portion of our brightest young people into 
technical fields, it would be at least four years before 
results appeared in the volume of college graduates. 
And such an approach would do no credit to the 
American way of life. 

Any crash program, whether it involved totalitarian 
methods or simply overselling the advantages of tech- 
nical careers, would be objectionable for other rea 
sons as well. It would jeopardize the quality of scienti- 
fic and engineering training. It would put many young 
people in fields where they have little aptitude and 
deny them to other fields for which they are better 
equipped. And, if carried too far, it might even result 
in the overcrowding that was feared prematurely a 
few years ago 


The most important problems for the long 
run, as the preceding editorial in this series 
indicated, are in the area of education, Any real 
solution must reduce the loss of talented high school 
graduates who do not continue their education for 
financial reasons or because of lack of interest. Also, 
it must improve the quality of high school prepara- 
tion in science and mathematics and, above all, relieve 
the critical shortage of teachers. 


Basic Needs in Education 


Substantial increases in salaries of teachers 
in most of the nation’s school systems are essen- 
tial if high school students are to receive ade- 
quate preparation for courses in science and 
engineering. Pay scales that have lagged behind 
rising living costs and salaries available in industry 
have placed great strain on even the most devoted 
teachers. There has been a sharp drop in the number 
of new graduates trained to teach science and math- 
ematics, and of this smaller number many have de- 
cided not to follow careers in teaching. 

Raising teachers’ salaries to more realistic levels 
must be primarily the job of local school districts, 
aided by state governments. If, in face of rapid in- 
creases in school enrollments, local and state resources 
prove insufficient, then federal aid will have to be con- 
sidered. Higher teachers’ salaries, however financed, 
inevitably mean higher taxes, But without appreciable 
improvement soon, the quality of our entire educa- 
tional system is in danger. 

At the college level also, financial aid is needed to 
provide scholarships for promising students and to 
increase faculty salaries. (An earlier series of edi- 
torials dealt more fully with these problems, and busi- 
ness aid to higher educational institutions has been 
mounting at a gratifying rate.) 

But not all the educational problems related 
to the shortage of scientists and engineers can 
be solved with money. Science and mathematics 
have steadily been de-emphasized as more youngsters 
have gone to high school for terminal education rather 
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How business is helping 
to relieve the shortage of 
technical manpower 


Summary of a 
Survey by McGraw-Hill Correspondents 


Sponsoring summer study programs for high 
school teachers 

Arranging cooperative work-and-study programs 
for students 

Sponsoring college fellowships and scholarships 
in science and engineering 

Paying tuition of employees taking science and 
engineering courses 

Keeping college faculties abreast of new develop- 
ments in industry 

Hiring high school science teachers for summer 
and part-time work 

Giving old, but usable, laboratory equipment 
to schools 

Cooperating in high school science exhibits 

Sponsoring regienal science fairs 

Sending speakers and training aids to schools 

Opening plants for student tours 

Analyzing jobs to relieve engineers and scientists 
of routine work 


The McGraw-Hill Department of Economics 
will be glad to hear of any other ways busi- 
ness is helping relieve the shortage. 











than for college preparation. This de-emphasis must 
be reversed. 

Techniques of instruction, furthermore, can stand 
improvement at all levels of education. Professor E. P. 
Northrup of the University of Chicago observes: “In 
the past fifty years . . . there has been a revolutionary 
change in the character of mathematics, yet not a 
trace of this change is to be found in the curricula 
of all but a handful of secondary schools throughout 
the country.” Colleges and universities may have to 
examine old fetishes about light teaching loads and 
small classes in order to make more efficient use of 
their faculties. 


What Industry Can Do 


Industry has the immediate problem of 
better utilization of available technical man- 
power and the long-range responsibility of 
helping increase our resources of trained peo- 
ple. Frantic recruiting practices and reckless 
bidding up of starting salaries—financed largely 
by government money for defense orders — are 
not the answer. There is need for earnest con- 
sideration of incentives for experienced scien- 
tists and engineers, who too often must look to 
sales or executive positions for adequate finan- 
cial recognition. 


Industry in many instances could make more efhi- 
cient use of engineers and scientists by shifting work 
to technicians, clerical personnel and even machines. 
One company found that 159% of the time of an en- 
gineering design group was spent on routine jobs 
and that this valuable time could be saved by adding 
a technician and a clerical worker to the group. 

Other potential sources of technical manpower 
could be tapped more extensively to relieve the short- 
age. Very few women have entered what has been 
traditionally a man’s world. Negroes are only slowly 
gaining educational and employment opportunities 
in technical fields, And many experienced older men 
can still give useful service. 


A Good Beginning 


Much is being accomplished already in efforts to 
attract more young people into scientific and en- 
gineering careers, A summary of some of the things 
business is doing is presented above. Other notable 
contributions are being made by such organizations 
as the professional engineering and scientific societies 
(especially through their manpower commissions) , 
the National Science Foundation, the National Re- 
search Council, the National Education Association, 
the National Merit Scholarship Foundation and the 
Thomas Alva Edison Foundation. 

Results are beginning to appear in rising enroll- 
ments in engineering schools and technical institutes. 
Between 1951 and last year, according to MeGraw- 
Hill’s annual survey of technical institutes, enroll- 
ments in these schools rose from 46,000 to a record 
67,000. Engineering enrollments rose in the same 
period from 166,000 to 243,000. A rising tide of 
graduates is already being made available to Ameri- 
can industry. 

This is a good beginning. But only with wider 
appreciation of the serious implications of the 
shortage of scientists and engineers and inten- 
sified efforts on the part of business, govern- 
ment and education to relieve the shortage can 
we hope to overcome this threat to our national 
security and economic well-being. 





This is one of a series of editorials prepared by 
the McGraw-Hill Department of Economics to 
help increase public knowledge and under- 
standing of important nationwide developments 
of particular concern to the business and pro- 
fessional community served by our industrial 
and technical publications. 

Permission is freely extended to newspapers, 
groups or individuals to quote or reprint all or 
parts of the text, 


PRESIDENT 
McGRAW-HILL PUBLISHING COMPANY, INC. 
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*...helped our dealers through 
20 years of ups and downs” 


says MR. E. D. BOZEMAN, JR., President, Woodson 
& Bozeman, Memphis, Tenn., distributors of Norge and 
other leading lines. 


















“CommerciaL Creprr PLAN has helped our dealers 
through the 20 years of ups and downs that we've 
been in the appliance business. They’ ve shown their 
ability, through localized service on a national basis, 
to cope with all conditions and offer a workable plan 
for the dealer. The dealer gets a complete financing 
program—floor plan, retail paper outlet, other help- 
ful features—and Commerciat Crepit keeps repos- 


sessions and bad business to a minimum. 


Commercial Credit dealers 
are successful dealers 








Write or call our nearest office for complete 
information on the benefits of ComMMERCIAL 
Crepit PLan. Why not do it today? 


COMMERCIAL CREDIT CORPORATION 


A service offered through subsidiaries of the 
Commercial Credit Company, Baltimore . . . Capital 
and Surplus over $190,000,000 . . . offices in principal 
cities of the United States and Canada. 
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Electrical 
Merchandising 







Two young California 

partners provide a new 

kind of success story 

because they are among the first to sell . . . 


$10,000 
a year In 


For three years Paul Kane and 
Al Zech have been crusading for 
color with colorful displays, full 
color ads, tie-ins with national 


magazines and advertising and 


ie 
their own personal enthusiasm. 

Poday 25% of their volume is in 

color, they're selling more white 

appliances and they've got the 

jump on competition. 


LT eXT AND PHOTOS BY 


it Hal he ty do st 
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colorful displays, full-color ads, 
tie-ins with the national trend to 
color and their personal enthusi- 
asm, dealers Paul Kane and Al Zech ‘ELLING $100,000 worth of colored ap 


\7 pliances this year—25 percent of thei 
are selling $100 000 A YEAR volume seein logic il nough to the partne I 
Pe ’ t Kane & Zech, Salinas, Calif. ‘They've been 


building toward this volume through thr 
IN COLORED APPLIANCES vears of crusading for color. And they're d 

ing it for several reason 

Color is the salvation of the small ippli 
ynce dealer,’ says Paul Kan It gives u 
omething to merchandise—and that is some 
thing vou can’t hardly get any more In 
white appliances we can promot the new 
models, talk about this new feature and that 
new idea—but often we feel that we are say 
ing the same thing over an ver again t 
people who have heard t if the sto 
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too many times. And many customers for 
white appliances are selling themselves—they 
tudy the magazine advertisements and lool 
t TV and then they 

With colored appliances we can get ex 
ited. And we can get prospects ex¢ ited. The 
vaven't heard the color story often enough: 
to be bored. Maybe half the time peopk 
don’t believe that color i 


that makes color good for us because it gives 


go out hopping 


1 good idea, and 


us a chance to use some specialty selling on 
them. And there is a most important point 
for the smaller dealer—if he has regretted how 
little chance he has to use the selling abilit: 
that probably gave him his foundation in 
this busine then he should start getting 
into the selling of color. He'll find that colo 
gives him a wonderful chance to get away 
from haggling over price and get into selling 
in idea again and make a profit doing it.” 
Colored appliance ire salable and are 
profit ible because they 
rather than just mechanical feature sa\ 
irtner Al Zech. “The country is now well 
into a whole new era of color. We've seen 
its impact on the auto industry. We know 
that the way peopl have gone into repainting 


represent an idea 


nd repapering their homes has become a bil 
In industry and in ho 


pitals. for exampk color is being used for 


lion dollar industrs 


its psychological and therapeutic value. In 

hom the trend is to picture window 
that bring the 
here we live Color television certainly will 


colors of nature into the area 


do more than anvthing in the past to make 
people color conscious. This isn’t over-en 


thusiasm, the trend is underway right now 


ind the dealer can go with it 

Pec pl will re spond to talk about color 
they'll listen—and when they do that they’r 
half sold. And when color dominates the sel! 
ing talk or the advertising, peopl think in 
ideas, values, beauty, comfort instead of just 
‘how much does it cost.’ The dealer can get 
part way away from the big sign that state 
S100 for your old refrigerator’ and he can 
tart using ‘your color kitchen will be imvit 
ng,’ ‘bring nature’s colors into your kitchen 
ind many others like we've been using—and 
I) ill find people responding to the ideas 
[he dealer that doesn’t grab onto something 
new and run 1s crazy.’ 

Kane and Zech grabbed onto colored appli 
nces and ran from the day Frigidaire an 
nounced a choice of colors for 1954. Th 
irtners felt that color was a God-sent oppo! 
tunity for them to get the jump on their com 
petition. In the Salinas Valley Kane & Zech 
ompete with two other Frigidaire account 


the credit furniture hains of McMahon 
id Union Furniture ind with Sear ind 
Wards retail stor is well as other inde 
ndent dealer We felt that our big com 
tit ouldn't get into slored ippliance 
ickly enough because their buying pro 
edu ind merchandising techniqu uN 
it as flexible as the smaller dealer Kan 
lain We decided to get so well estab 
hed as ‘color headquarters’ that it woul 


difficult for these tor to overtake u 
We knew that some day all manufacture 
ould have colored ipplian es and their deal 
would have to display it. By that tim 
ted to be ‘wa ihead looking back at 
em. So we started our crusade for color 
WI! ind how Kane & Zech have been 
t profitable crusade for color i 
vn here by Evecrricar. Mercwanpisine 


van 


+1} 


iff Tit mn heir 
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Kane and Zech are pushing 
COLORED APPLIANCES 





BECAUSE magazine advertising by appliance makers and articles in home 


and shelter magazines are featuring color Kane and Zech believe that peo 
ple will relate these to dealer displays and ads if they, too, are in color 


“a URING the three years that we've been 
pushing colored ippliances we've 
found many good reasons to continue tate 
Kane 

Not the least of these is the profit angle 
we figure that while an order for appliances 
in color runs from to 10 percent higher 
in gross, we net about 20 percent more on 
the order 

One reason for the higher net is this 
colors sell many prospects up to the top ot 
the line models where we have a chance fo: 
more net after figuring the cost of the sal 
It is funny sometimes to see how prospect 
react when color come into the decision on 
start think 
ing of color and what it will mean to the 
kitchen and their minds go onto beauty and 


‘ay a range or a refrigerator. They 


pleasant surroundings and they begin to feel 
that only the biggest and best ippliance 
hould go into this atmosphere. Also, from 
} more practical point, they begin to sell 
themselves up, or respond to our selling them 
feel that in buying a col 
ored appliance they're going to have it 
iround much longer. This is very true when 


up hecause the 


the ipphiance is being bought a part of a 
kitchen redecorating or remodeling preject 

the customer think vere not going to be 
doing this again for a long time o they'd 
better have the best ipphance they can get 

“We're going to give colored appliance 

even more of our advertising and promotion 
time for another reason. From the beginning 
e’ve seen color sell extra appliances for u 

There are two wavs it does this. lirst it get 
peopl in the buving mood before their ippli 
mces are actually in need of replacement 


We've sold scores of colored ipphances to 


peopl whose whit ipplians vere only 4 


or » Veu ol The j nothing yrone 


1956 


with these ipphi ace 
white Kane explain 
Theyre not buying their first appli 


except thes wer 


inces, they're not people replacing obsolete or 
broken appliances. ‘They're just part of thi 
increasing group of peopl who are bemeg 
influenced by the advertisements of colored 
ippliances, by the trend to color in auto 
ind homes Mavbe they've seen the colored 
layouts on new kitchens in the home maga 
vin Very often they'r part of this army 
of do-it-vourselfers who've been redecorat 
ing and have just got to the kitchen and 
they're deciding what scheme to use and 
their white appliances don't look right in any 
the di plar 


of color ipphiance in our windows or maybe 


plans they make They may 


the advertisements we run in full color im 
the ne wspaper—anyway, sooner OF later we'r 
talking to them and if we do a good job of 
following through on color they'll be custom 
ers for one or two nev ipphiances in color 
Those ire extra customer! peopl ve 
wouldn't have had a chance to get into the 
store to leok at ippliance for maybe fi 


years, if it wasn’t for color 
A Chance to Double Up 


And then, looking at the profit angle 
ve have many chances to sell two ippliances 


instead of one. I can see where a dealer that 


had his own kitchen remodeling set up might 
ell a whole kitchen full of new ippliances 
once he got the customer sold on the idea of 
having just one appliance in color, We don't 
do kitchen 
lose to that situation—a prospect i 


contracting but still we corm 


old On 


i refrigerator in color, and then 
he thinks about the nice white range that i 
itting in that kitchen now Krankly, that 
vill mab one mstour ving } 


having i‘ 
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BECAUSE the do-it-yourself trend has encouraged a lot of home BECAUSE competition, like the big chain store across the street from this 
decorating and thinking about color, Kane and Zech use regular Kane and Zech window, is tough, they decided that they would be different 
promotions to get do-it-yourselfers’ attention and get the jump on big firms by pushing color early in the game 





BECAUSE white business still accounts for 75 percent of their volume 

Kane and Zech use colored appliances as a tool, through displays 
customers thinking about decoration and atmosphere instead of discounts and advertising, to attract prospects who buy white appliance 

end up buying a white refrigerator, But man ince Kane & Zech wall arrange to spray We'd much rath ) i istomer 

enough to make it a big factor im our sal customer's older ipphiance to match the ne der appliance to match the color of a m 


BECAUSE most selling of white appliances suffers from the ever-present 
arguments about price—as in this picture—Kane and Zech push color to get 


can be sold on turning in that mice whit one she is buying. Of course, ranges and po olored ipphance vi n sell her than te 
range for a brand new range in the same color clan refrigerator n't be spt ved, but ther let her switch back to buvin new whit 
is the refriverator. We can make much mor ive many opportunities for the company te one to match her old on eport Pau 
proht on these pai And even if we have t uggest spraying (at a modest charge of $1 Kan Wh If she switches back to whit 
rive a pretty steep trade-in allowance on the or SIS im most case to enable the custome then she won't replace her old ones unti 
econd appliance, we end up getting a usec to continue on with her thoughts of buyin necessary and we hav mly a competiti 
ippliance that has a high resale value i new appliance in color, This spraying ex hance to get her busin If she takes the 

tends to new apphances of other make lor new colored appliance, ywrav her old one 


Paint Today, Sell Tomorrow 


example i customer who want the larg to match ooner or lat he'l vant to 
Kane explains that the store has had to us Amana freezer which K & Z handle can have place the old ones and we'll have first chan 
inother technique to help build it iles of it sprayed in a olor to match a Frigidaire ap it her—she will automatically think of buyin 
colored apphance Like most dealers who ar phance, But most spraying | done to enable a her new ones where sl! in match th 
etting anyvwhe i Sales of colored appl ustomer to keep an almost new appliance red one she alread 
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of sales 


ANE & Zech made their first bid for 
colored appliance sales by tying in with 
the full color advertisements which Frigidaire 
used in San Francisco and Oakland newspa 
pers to feature the advent of colors for the 
1954 line. They told the people of the 
Salinas Valley “we have these beautiful appli 
mees in color—we are the appliance dealers 
who believe you need color to grace your 
kitchen—we are the dealers to see about col 
ored appliances we are color headquarters 
in this area... .” And the partners set out 
on a crusade to make the people of the valley 
want color in their kitchens and to want 
those colored appliances from Kane & Zech 
“The most effective promotion we've used 
for colored appliances?—that would be a tie 
between full-color advertisements in the news 
paper and our succession of window display 
More likely it would be a combination « 
both,” says Al Zech 
Ihe store made use of the maker's plates 
for a full-page four-color advertisement in th 
local Salinas Californian. Vor about $400, the 
store literally jumped out of the run of black 
and white pages with this spectacular four 
color advertisement which was arranged with 
panels so that Kane & Zech had room to 
feature the store’s name and a message. “That 
was our most important step in the begin 
ning,” says Zech. “It made the store asso 
ciated with color appliances the moment 
they came into being as something for any 
family. It had impact on many thousands of 
people telling them ‘Kane & Zech’s has col 
ored appliances.’ You'd be surprised at the 
reaction we got here. So many people told us 
Gee, you really must be going to do a lot 
with colored appliances to use advertising 
that costs so much money’ .’ 


Color Ads Make a Splash 


f 


Several times since then Kane & Zech have 
run full color, full page advertisements using 
the manufacturer's plates, always with profit 
ible results. Color is not commonly used in 
mall newspapers like the Californian—“which 
has been making it all the better for us, 
comments Zech. “Nobody passes by our full 
color advertisements whether they're inter- 
ested in appliances right now or not. We stop 
them with color because they don’t expect it, 
ind before they continue on we have regis 
tered with them that there are such things as 





Kane and Zech 
make color 25% 


1956 


COLORFUL windows are changed every two weeks. They always use 
colored appliances, arranged with decorative swatches of wallpaper, 
draperies and even kitchen accessories 
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COLORFUL displays in the store identify the firm with color. Partners say 
“you can’t sell from color charts,” so they display 25% of their stock in color 
Four Frigidaire colors decorate wall and ceiling of the store. 


P, Li, 4 
it 
ag a 


COLORFUL advertising, uncommon in small city newspapers, got the whole 
town talking about Kane and Zech colored appliances, and is still being used. 
Smaller advertisements use less expensive color tints. 
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is made like this 


A switch to COLOR 





1 Partner Zech first sells a refrigerator prospect 2 Finally he turns to the qualified pros- 
on the features she wants to see, qualifying her in 
the process and learning her tastes. 


$100,000 A Year in Colored Appliances (continved) 


colored 4 ony mere and that Kane & Zech is 
the store that features them 


Color Ads Can Be Inexpensive 


Between its scattered shots with four-color 
advertisements, the store has kept up a cam 
paign of fractional page advertisements which 
carry one or two extra colors—Ben Day screens, 
not process. These colors again have high 
attention-value on the newspaper page, al 
though this use of color is more common 
Even one color, which the newspaper can 
add to any black and white advertisement 
through the use of Ben Day screen cut to the 
shape of the appliance, carries the idea of col 
ored appliances, although it may not try to 


give the idea of any particular shade of color 
available. ‘These colored screens make the 
appliances stand out in color from the drab 
nes of the normal gray halftone screen. ‘““They 
get attention on any page,” says Zech, “and 
that in itself would be worth the 25 percent 
extra we are charged for one extra color. But 
of course, it serves a more important purpose 
in keeping the reader thinking of color and 
Kane & Zech. 

“Color sells color—and anything else is a 
poor substitute,” Zech states. “We tried tele 
vision advertising here and it just didn’t work 
for what we wanted to do. A beautiful flash 
card showing appliances in color or a kitchen 
in color becomes a pretty flat, unappetizing 





thing when it comes out in black and white 
on the TV screen in the home. We did get 
some ge who were interested enough 
from the talk about colored appliances to 
come down to the store to ‘see what the col- 
ors look like.’ KWBR is putting in color 
og oy my here, and when local commercials 
can be in color and there are enough sets out 
we can do a terrific job of pushing colored 
appliances over TV.” 


Window Displays Important 


Dramatic use of color was the keynote of 
Kane & Zech windows long before cciored 
appliances showed up on the scene, But since 
Paul and Al started their crusade for color, 
colorful window displays have been a major 
part of their promotion activity. Several 
awards for their prize winning windows are 
displayed in Kane & Zech’s offices. 


pect and says, “Don’t you ever feel your 
kitchen looks too much like a hospital?” 
















; b 2 
COLOR SELLS TWO-FOR-ONE. Many prospects interested in one 
colored appliance, as in the left picture, realize that it won't 
blend with other appliances in the kitchen. A profitable per- 
centage of these prospects can be sold on buying a matching pair 
in color—as in the photograph above—even though their old appli- 
ances are not yet ready for replacement, because Kane and Zech 
can offer them high trades on their easily resaleable old units. 


COLOR SELLS A KITCHEN. Customers 
for one colored appliance often be- 
come so enthusiastic that they are 
willing to consider an entire kitchen. 
Kane and Zech will take customers 
to their own homes to show how at- 
tractive colored appliances can be 
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3 “You want a pleasing place to spend your 
time. Now, wouldn’t you rather have color that 
creates a mood and gives life to the room?” 


I'he direct responsibility of Al Zech, the 
store’s windows are changed about every two 
weeks. During the time between changes, 
Zech and salesman Frank Demarest are on 
the lookout for new display ideas. The wom- 
en’s magazines provide them with many ideas 
that can be developed into successful window 
displays. Other ideas come from tie-ins—“. . . 
we find the tie-in window even more profit- 
able for colored appliances than it is for white 
goods,” Zech states. ““That is because we have 
an extra association factor—people not only 
tie in the idea, the appearance, the pitch, but 
all the time their mind is seeing the same 
color in our window that it saw in whatever 
we are tying in with. One window may tie-in 
with an article in a woman's magazine—we 
place copies of the magazine and the article 
iround the window, maybe the article is on 
redecorating kitchens, or on colored appli- 


COLOR FROM A WOMAN’S STANDPOINT. The prospect 
who visits Kane’s home, as shown above, will find an 
enthusiastic color supporter in Mrs. Kane. Often a visit 
of this sort, bolstered by Mrs. Kane’s enthusiasm will get 
many customers thinking of the future, and more im 
portant, bring them back to Kane and Zeck, at a later 
date, for units in matching colors 
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4 “You can have all this beauty with the same 
feature that interested you in the white model. 
it'll make work easier, help you feel better, too.” 


ances, or even just a cooking article with the 
new colored appliances being used, and then 
we build a display of colored appliances that 
looks like a unit pulled right out of that 
magazine page. We may do the same thing 
with an advertisement running in the wom- 
en’s magazines—duplicating the arrangement 
of appliances as far as window space permits. 
We may do something similar with an article 
in a general magazine—say a story on the do 
it-yourself trend that runs in the Saturday 
Evening Post, and build a display of colored 
appliances along with paint buckets, etc. And 
we always try to tie in with local events and 
with the seasons.” 

Zech designed a profitable and prize-win- 
ning window last spring during the cherry 
blossom season which becomes a festival in 
some areas. A window using all pink appli 
ances was arranged with sprays and branches 








5 ‘Suit yourself as to color. Pick from among 
these beautiful colors the one that’s your favorite, 
the color that always gives you a happy feeling.” 


of real cherry blossoms, A hand painted mural 
was obtained to make the backdrop, Even 
today, pink is the fastest selling colored appli 
ance for Kane & Zech although almost every 
other dealer in California sells yellow more 
often than pink. 

Colored appliances give the persun respuu 
sible for dressing the windows a chance to go 
to town in color and design, says Zech, “and 
at little or no cost.” He frequents wallpaper 
and dry goods stores between windows. There 
he seeks the “‘roll ends” of unusual and color 
ful wallpapers and drapery materials and 
other cloth patterns. Use of these swatches, 
along with driftwood, panels, screens, free 
frames and other props give Kane & Zech’s 
windows a professional look that stops traffic 
and gives the prospects a dramatic impression 
of colored appliances and their potential in 
the hom« 
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COLOR PROBLEMS of prospects who want to correlate paint and paper with appliances but 
don’t know how or don’t like the bother are easily solved. Kane and Zech buy them the 
harmonizing paint and wallpaper of their choice (cost; about $10), give it free to customers 
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In 1950, his first full year 
n business, Ted Vechey 
netted nine percent... 














Today, Vechey has a protected 




















But 4 year later a serious 
1088 in his service operation 
cut his net to 2.23 











franchise and he thinks 





he has a chance to survive. 








Here is his own story 





1.9 ot woe... 





— 





r 
Things looked better in 1952 
r—— but the TV market was 
beginning to soften... 
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In 1955 distributors opened 





es end 


up competing dealers and 
Vechey lost money on a branch 








—_—-_we This led to over-franchising __| 
and a constricted market ; 

by 1953 Vechey had suffered 

& loss of 5.84 percent.. 
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Store but he netted 1.57 
percent... 
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— 
In 1954 he changed stores, 
added appliances, 
his own selling but still had 
4 loss of 17 percent... 





Almost 





























—_}—_______+__ VERY time Ted Vechey, Canton, Ohio, TV and appliance 











dealer, looks at the graph at left he shudders. It represents 


~ 
kK 
the annual net profit for his TV Mart store from 1950 


“Through 1955 
He doesn’t know vet where 1956 fits in this picture. But if profits 


did all 





— don't move up in the next two months, Vechey will be seriously con 





-— 


sidering liquidation 


If that happens, the step won't be taken lightly. Vechey will be 








giving up a business which once grossed better than $250,000 per 





vear, with a net profit of 9%. 


What causes a profitable retailing business to spiral downward at 





—_——— -- 4 





uch a dizzy rate? 


Owner Vechey, still somewhat bewildered, doesn’t think he has 








ill the 


the sorry 


answers yet. But he has enough to be pretty positive about 
tate of his financial affairs and his lack of customers. 


He isn’t crying in his beer—he accepts much of the blame for his 
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misfortunes. But at the same time, he thinks that dealer sales prac- 











1952 1953 1954 1955 
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tices, distribution patterns, and, indirectly, manufacturing decisions 
ire equally responsible. 


Successful Start 


Vechey got his start as a TV retailer in Canton in 1949. Before 
opening his own business, he’d been a salesman for TV dealers both 
in Canton and nearby Cleveland. 

In April, 1949, Vechey started on his own, on an initial capitaliza 
tion of $5,000, selling a number of popular TV lines from an old 
ipple cider barn in suburban Canton. The site wasn’t much from 
the outside, but it was situated on a height, giving good reception 
from the then nearest TV station in Cleveland, 50 miles away. 

That was my first big mistake,” says Vechey. “My initial capital- 
ization was too low. $5,000 just isn’t enough to allow a dealer start 
ing out to buy in big quantities. And if you don’t buy in big quan 
tities you don’t get enough leeway on margin. I wouldn’t try to start 

n appliance store today with less than $25,000.” 

he effects of Vechey’s “first mistake” weren’t felt for some time, 
however, The TV market had unlimited horizons in 1949. Vechey 
old them like hotcakes, mostly straight cash deals, at list prices, at 
i margin of 28-30%. No floor planning was necessary. He paid his 
bills in full the 10th of each month. “But even then,” he says, “my 
lack of capitalization was hurting me. I could have sold twice, even 


three times as many T'V sets if I’d had the monev.” 


Netted Nine Percent 


Still, Vechey’s financial statements for 1950 and 1951 made happy 
iding. In 1950, his first full year of operation, he grossed $265,000, 
with a net profit of $19,208, or approximately 9%. He had $14,145 
cash in the bank, $35,496 in physical inventory, accounts receivable 
ot $15,849 and accounts payable of $17,873. In 1951, gross Climbed 
to $266,478, net slipped to $5,948 (roughly 2.23%), cash on hand 
vas $9,503, physical inventory was $27,659, accounts receivable were 
»+,382 and accounts payable were $11,295 
In 1950, Vechey, doing all his own selling, paid himself a salary 
f $11,000. In 1951, he paid full and part-time sales help $12,492 
ind $15,520 to himself and office clerical help. 
Maybe I paid myself too much,” Vechey now says. “But | 
figured that the money would be taxed twice if I left it in the busi 


under corporate profits.’ 


Mistake On Service 


During 1951, Vechey started his own TV servicing department 
here was plenty of money in TV servicing then,” he says. “When 


the nearest station was in Cleveland, vou’d have a $125-$150 
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antenna installation with every set sale. And 50 percent of that 
was gross profit. In 1950, we had farmed out $9,000 worth of 
antenna installations.” 

Vechey doesn’t think that the addition of a service department 
was a mistake. But he believes the way he handled it was. “We 
set the service department up as a separate corporation, and hired 
young men just out of training school. As an incentive, we gave 
them an hourly wage, plus 50% of the business, which they paid 
for out of the profits.” The service business was excellent, so profit 
able in fact that Vechey’s three top servicemen left him in a body 
and sect up their own business, carrying most of ‘TV Mart’s service 
business with them. The loss was a body blow to T'V Mart’s service 
operations, not only because three top men quit, but because Vechey 
had invested a substantial sum of money in trucks, service equipment, 
etc. ‘This investment was responsible, in the main, for his reduced 
net profit in 1951. 

By 1952, the first flush was over. The first big layer of the T'V 
market had been uncovered and sold. “By the middle of that year,” 
says Vechey, “price was gaining in importance on brand and screen 
size.” His year-end figures reflect the trend. In 1952, gross fell 
to $152,773, while net climbed slightly ($4,270 or approximately 
2.99%). At the close of 1952, however, Vechey was probably in 
the best financial shape of his career. He had $22,045 in the bank, 
$11,553 in physical inventory, accounts receivable of $2,453 and 
accounts payable of only $1,201, His own salary that year (including 
extra office help) was $13,576, Sales help received $6,247 

Cuts Sales Force 

Despite the pretty figures, the seeds were being planted in 1952 
for Vechey’s later troubles. He reduced his sales force that year 
from seven full and part-time men to two. “That was another 
thing,” he says. “I paid my salesmen 6% straight commission on 
gross. It put all the emphasis on selling volume and none on retain 
ing the integrity of the business. When I was away from the floor, 
my salesmen were busy making any kind of deal they could to make 
a sale, They were even throwing in free housewares without telling 
me about it, If 1 were starting over, I'd pay salesmen on a wage 
plus commission basis. ‘That way I'd have some assurance they were 
interested in seeing the business grow,’ 

hat statement brings up two very tender points with Vechey, 
neither of which he believes to be completely true. First, the 
accusation by some of his competitors that Vechey went to out 
and out discounting by the beginning of 1953, and secondly, that 
Vechey got a bad case of “executivitess” when his business began 


to show big profits 


Too Little Supervision 


According to one competitor, the former was the outgrowth of 
the latter. “Ted Vechey is a sound businessman, make no mistake 
about that,” says this chap. “He's not a crackpot. He knows how 
to sell appliances. But a few years back Ted was a very difficult man 
to get hold of. He was always off at a convention or meeting or 
simply away from the office. Ted's an honest business man. But | 
think he let his salesmen get away with too many faney deals and 
gradually got the reputation of a discounter.”’ 

Iroubles multiplied in 1953. Year-end gross skidded to $104,179 
with a net loss of $6,088, a net loss of 5.84 percent. Cash on hand 
dipped to $8,100, physical inventory jumped to $19,125, accounts 
receivable dropped to $2,200 and accounts payable were up to 
$12,699. His own salary was $12,376, while sales help received 
$7,062 

‘That was the end of the good TV market,” says Vechey, “al 
though it didn’t have to be. What happened was that when the 
market softened, distributors, pressured by overproduction from the 
manufacturer, started giving out franchises to whoever would take 
them, trying to broaden the market, The net result was to cut the vol 
ume of each dealer who was already in the business, “It's this sort of 
promiscuous franchising,” he says, “more than anything else, which 


(Continued on page 68) 
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In this Boston store 
every serviceman Is 


a Salesman 


And every salesman 
is a serviceman. 


That’s how. . . 









These Servicemen 


Up until a year ago, Bonded TV in Brookline, Mass., concentrated ex- 
clusively on TV and radio service. Then co-owners Julius Widisky and 
Edwin Fisher began stocking sets and calling their servicemen “‘con- 
sultants”. Last year 18 men made 5000 service calls, sold 624 new 


sets—all at full list 


HAT happens when a TV service 
VA compen tries selling sets? 

In the case of Bonded TV in 
Brookline, Mass., the results have been spec 
tacular. Last year co-owners Julius R. Widisky 
and Edwin A, Fisher decided to make every 
serviceman a salesman as well. In the follow 
ing year Bonded’s men handled 5000 service 
calls and still managed to sell 624 new sets 
all at full list. 


The co-owners used an aggressive radio 


58 


and TV promotion to let residents know that 


their ictually “television 
consultants” who 


ell) new sets as well as 


servicemcn wcrc 
would recommend (and 
service sets already 


in use. 


How They Do it 


Here’s how Bonded’s ‘consulting service” 
works 
When a service call is received at Bonded’s 


Brookline headquarters a Bonded serviceman 


NOVEMBER, 


nearest the call is assigned to cover it. As 
soon as that serviceman calls in over a recently 
installed RCA mobile radio, the 
signed him and he follows it up within an 
hour or two. 


call IS aS 


When he arrives at the home from which 
the service call originated, the serviceman 
introduces himself as a Bonded TV Con 
sultant, asks what is visibly wrong with the 
set and then makes a thorough inspection. 
Upon completion of the survey, he explains 
exactly what is wrong and gives a close esti 
mate as to what repairs will entail and cost. 
In a good many cases, the repairs are made 
on the spot and, in every case, every one of 
the set’s tubes are tested with 
tube tester 

Sales by consultants originate when the 
service survey reveals that extensive repairs, 
or expensive ones, will be necessary. Then 
the serviceman will recommend that the 
money that would be used for repairs would 


a portable 
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1. BONDED BUILT ITS REPUTATION on prompt, efficient service. Firm’s 
name developed from practice of bonding its service contracts with 
performance bonds issued by insurance company. 


3. IF CUSTOMERS SHOW INTEREST in new set serviceman often drives 
them to Bonded’s showroom to inspect various lines carried by store. 
On salesfloor, serviceman can get help in closing the sale. 


Here’s How Bonded’s “Television Consultants” Sell Sets 





2. EVERY TUBE IS TESTED on every call so that serviceman can advise 
customer on condition of the set. If expensive repairs are necessary, 
serviceman recommends money be used as down payment on new set, 





4. SERVICEMEN get 35 percent of gross margin on set sales, Base pay 
for service week is $60 but if service volume of individual goes over 
$240 a week he gets 25 percent of his volume instead. 


Sell 600 Sets a Year 


be better spent as a down payment on a 
new set 


Ads Help Them Sell 


The extensive radio and TV advertising, 
which is the stimulus for many new custom 
ers calling in, has already established the 
fact that Bonded salesmen are all servicemen 
and in a perfect position to advise which set 
would best suit the prospect’s home and 
reception conditions. 

If the prospect is interested in a new set, 
the serviceman offers to drive her to Bonded’s 
showroom to see the sets he is recommend 
ing. In every case, the sale is born and 
developed in an atmosphere of confidence 
engendered because an “all knowing” service- 
man is doing the selling. 

Since each man connected with the firm 
is a trained serviceman, the prospect is never 
allowed to lose sight of the fact that Bonded 
personnel know what they are talking about 


when it comes to selling TV. In that respect, 
the serviceman can get all the help he needs 
to sell in the showroom, more often than not 
from Widisky. In order to earn his com- 
mission, the serviceman need only originate 
the sale. 


No Price Cuts 


With service the backbone of the com 
pany, Bonded offers no price concessions to 
prospects. Instead, it offers its ‘IV customers 
a free service contract, together with a per- 
formance bond—a carryover from its original 
bonded TV service policies—that provides 
free installation, delivery, set up and free 
service and parts for 90 days. 

Are prospects content to settle for the “no 
discount” policy in purchases of new sets in 
light of today’s highly competitive market 
and discount emphasis? “Yes,” answers Widi- 
sky. “TV is perhaps the one remaining 
popular electronic product that depends upon 


What 


proper servicing to give satisfaction 
is more, the customer knows this.”’ 


35 Percent For A Sale 


Sales incentives for the selling servicemen 
at Bonded consist of their receiving 35 per- 
cent of actual gross profit on any new TV set 
sale. Together with their earnings as service- 
men, the consultants average from $90.00 
to $100.00 per week, with some weekly 
pay envelopes containing as much as $200.00 
to $250.00 in extremely good weeks. 

The servicemen are paid a weekly base 
salary of $60.00. In the event that the service 
business they do totals more than $240 
weekly, they receive 25 percent of that figure 
in lieu of the $60.00 base figure. 

In 1954, Widisky and Fisher moved to 
enlarge their successful service company, 
which then was earning $100,000 gross per 
year, and expanded their territory by setting 

(Continued on page 76) 
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DECORATING TRENDS 


SPOTLIGHT 


FLOOR POLISHERS 


By ANNA A. NOONE 


“NHE floor polisher industry is looking 
After years of struggle, 
the polisher is coming to be recognized 


ip these days 
by COMSUMCETS 425 a NCCCySATY appliance ill the 
1955. for 
totalled 375,000 units, an increase of 15 per 
cent over the previous year, and polisher man 
ufacturers predict that 1956 will be even bet 
ter 
At the consumer level there are several 
good reasons for this upswing in consumer 
interest. A new awareness of floors as an im 
portant part of the home decorating scheme 
is being thrust upon homemakers by several 
rising trends in decorating. (1) the new “low 
look” in furniture—tables, chairs, divans, tele 
visions sets, record players—all scaled much 
closer to the ground, naturally focuses atten 
tion to the floor, (2) the growing popularity 
of area, or focal-point rugs in a wide selection 
of sizes and shape § to accent various furniture 
settings, group activities in the 
(3) the « xpanding use of highly poli hed fine 


home. Polisher sales in instance, 


home et 
woods and other modern floor materials such 
as vinyl and rubber tiles, terrazzo, cork et 
with striking central motifs 
borders, all intensify the 

quick mean 


ind elegant carved 
need for a simple 
of maintaiming these uncanpeted 


iveas in keeping with other furnishings in the 


hon 
The floor polisher is the answer. Even in 
homes with wall-to-wall carpeted living and 


dining rooms, there’s a market for polishers 
for use not only ia the kitchen and bathroom, 
but for the large number of un irpeted bed 
homes. A r 
cent survey made for the Carpet Institute, 
Inc., for instance, revealed that of the homes 
interviewed, while 52 percent of the living 
rooms and 43 percent of the dining rooms had 
rugs or wall-to-wall carpeting, only 15 percent 
of the bedrooms were similarly equipped; less 
than 20 percent of the recreation rooms, and 
only a scant 2 percent of the workrooms in 
these homes had soft floor covering, Projected 
against the estimated 49,300,000 households 
in the United States, this presents a large mat 
ket for polisher-scrubbers to properly maintain 
these uncarpeted surfaces 


rooms that exist in these same 


And, as homemak 
ers are educated to use the polisher with the 
Samne frequency as the vacuum ck abner, com 
petition presented by polisher renting agen 
which many retailers 
from handling polishers in the past, will dim 
inish, as more women invest in a machine of 
their own. It's merely a matter of 
educational prove that the 
more often a polisher is used to buff up scuffs 
and scratches the longer the floor will keep 
its original gleaming brilliance, Even self 
polishing floor wax when 


cies, has discouraged 


proper 
promotion to 


lasts longer 
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it is buffed occasionally with a_ polisher 


Basic Polisher Data 


Practically ali 1956 models scrub, apply 
wax, polish woods, linoleums, asphalt, vinyl, 
cork and other tiles. They are available in two 
type twin brush and single brush models 
Retail prices start at $29.50 (see chart). 
Attachments included in the initial cost 
usually consist of two sets of brushes—one for 
polishing and one for scrubbing or applying 
wax. Felt pads for buffing are also included. 
Steel wool pads and lamb’s wool buffers arc 
included in the purchase price of some makes, 
but more often than not they are supplied 
only at extra cost 
With these basic attachments it is possible 
to do a highly satisfactory job of removing 
old wax, ground-in dirt and scuff marks, pr 
vent scratched and scarred areas where traffi 
is heavy. Hardwood floors and Knoleums can 
be buffed and re-buffed to a gleaming new 
brilliance with the felt or lamb’s wool pads as 
often as carpets and rugs are vacuumed—even 
ttener if needed 
Ace yYOTY kits, 
teel wool pads and holders 
cost, for 
touch-up refinish and repair jobs 
Attachment 
ire also available 


containing sanding discs, 
are available also 
it extra occasional 


more cnou 


for carpet and rug cleaning 
it extra cost with some mod 
els. They usually raise the polisher slightly so 
the brushes can skim casily over rug surfaces 
working suds into the pile 

Instructions for applying wax varies. Al 
manufacturers of twin brush 
machines suggest the purchase of extra scrub 
brushes for applying wax, others advocate stec] 
wool pads to save frequent brush washing 
Some provide a set of separate waxing brush« 
and one company provides disposable pads 
for use under the brush 

The floor polisher is undergoing a mild 
revolution on the subject of weight. Until r 
cently weight was 
portant for good results 


though most 


considered extremely im 
All this is changing 
weight is no longer considered so vital to 
results. ‘The revolving 
In the 1956 
models shown in the accompanying checklist, 
it will be 


several model i 


good speed of the 


brushes, it is said, does the work 
seen that 


many companies have 


lightweight model and a 
heavier<dluty mode! to suit all purposes 

Other feature 
machines include bumpers to protect furnitur 


casy-stecring, well balanced 


found in the 1956 polishing 


ind baseboard: 
handles that to guide the 
polisher without effort; long rubber-covered 


make it possible 
brushes and 
detachable han 
dles with side grips for polishing furniture 
he accompanying checklist of 
(Continued on page 95 


easily-interchangeabk 
pad Some models teature 


cords 


leading 


_—_ —— 













































































Company & Model Nos. Type — 
Waxmaster Duplex twin ? 
214 brush 
os Ee: 
Waxmaster Triplex trip 
314 bru 
COLUMBUS-DIXON me 
Columbus 12 Iti ne 
@ ane 
owin 6 
at Se — 
Cofumbus 16 11! combe 
eet 
cleaner 
twin 9 in 
Columbus 20-10 combo 6 
polisher 
cleaner 
twin 10 in 
$$ 
FLOOROLA twin 18 
Model C brush 
General Twin 124 twin 16 
brush 
Twin 168 twin i} 
(semi-cemmercial) brush 
Bin 
HOOVER twin 7) 
Minitman No. 0215 brush 
JOHNSON single 91 
No. HPS7 brush 
gin 
fF. P «4 twin ) 
Dru | 
ell —_—— — 
F.P. 33 twin 
wush 6 
REGINA twin 7 
Model TS brush 6 ir 
a ee 
Model A twin 
brush 8 in 
eee | esibaeeets 
H3 single ? 
brush 9 ir 
a 
Ta-15 twin 13 
brush 
cbinsndial — 
1-62 twin 15 
brush 
TC-68 twin 15 
brush 
ESTES CET See 
tw n 6 
No 8730 brush 
ana J . 
Wo. 6756 twin i6 
brush 
— +— 
Heavy duty No. 8715 twin a1 
brush 
ESS ee 
FP-3 brush 6 in 








CHECKLIST 


OF 1956 FLOOR POLISHER-SCRUBBERS 





























































































































Brush \ 
Motor Brush How wax Rug , Retail Accessories available 
4 nitial : 
input rpm's applied perme cleaning Standard Equipment Included in initial Cost price at extra cost 
400 w 800 stee! wool 14 in 2 polishing brushes $79.32 Sanding kit; scrubbing brushes; re- 
2 stee! woo! pads versible steel wool pads; lambs 
2 snap-on felt pads woo! pads 
600 w 800 stee! wool 14 in 3 polishing brushes $99.79 Scrubbing brushes; lambs wool 
3 steel woo! pads pads; reversible stee! wool pads; 
3 felt pads dry cleaning pads 
hp 800 spray with 12 in no 2 polishing brushes $185.00 Extra brushes, steel woo! pad hold- 
hand or ers; felt and lambs wool pads; sand- 
machine ing discs extra-also cleaner base 
and attachments for carpets, dra- 
peries, etc; retractable rubber tires 
4 hp 500 no 2 polishing brushes $295.00 (same as above) 
lnhp 500 no 2 polishing brushes $395.00 (same as above) 
1/6hp 600 automatic; 12% 2 polishing brushes Scrub brushes 
Can in cen 2 waxing brushes Stee! woo! pads 
ter of brush 2 felt pads Stee! wool blocks 
Ma hp 600 waxing 12 yes 2 polishing brushes $79.50 Scrubbing brushes, stee! wool hold- 
brush or attachment 2 waxing brushes ers & pads; sandpaper holders & 
steel wool available 2 snap-on lambs woo! pads discs; side handles; floor squeegee; 
water pick-up pan 
“hp 400 optional 16 in no 2 polishing brushes $130.00 Scrub brushes; waxing brushes; 
2 scrub brushes sandpaper discs; lambs wool buff- 
ers; stee! wool holders & pads 
200 w 785 scrub brushes lie yes 2 polishing brushes $69.95 Lambs wool pads; applicator attach. 
or steel woo! optional 2 scrub brushes ment for applying rug cleaner com- 
2 feit pads pound extra; steel wool pads 
Va hp 275 disposabie** Bin no 1 polishing brush $67.50 **Scrub brush or steel wool can be 
pads rec- 1 scrub brush used but not recommended 
ommended package of 10 disposable pads for 
applying wax and bufting 
% hp 400 steel 16 in no 2 polishing or $129.50 Sanding kit, 2 holders, sandpaper 
wool waxing brushes discs; stee! wool pads 
2 steel! wool pads 
2 felt pads 
Va Dp 600 scrub 12 in special 2 polishing brushes $65 50 Reconditioning kit includes sand 
brushes attchmt 2 scrub brushes paper discs, 2 holders, 4 steel wool 
extra 2 felt pads pads 
siaiaeeliies it ee 
Maho 600 scrub brush, 12 in special 2 polishing brushes $66 Ou Reconditioning kit includes 2 hold- 
stee! wool or attchmt 2 scrub brushes ers, 4 steel wool pads, sandpaper 
lambs wool extra 2 snap-on felt pads discs; other attachments: lambs 
wool pads; splashguard for scrub 
brushes; heavy duty scrub kit 
hip 400 scrub brush, 16 in no 2 polishing brushes $139 50 Complete sanding kit 
stee! wool or 2 scrub or waxing brushes 
lambs wool 2 snap-on felt pads 
600 stee! 9 in attchmt 1 polishing brush $29.50 Scrub brush; rug cleaning attech- 
wool extra 1 sander disc ment 
1 lambs wool pad 
- 600 stee! wool or 12 in attchmt 2 polishing brushes $49 95 Steel wool pads; rug cleaning at 
scrub brush extra tachment 
600 12 in attchmt 2 polishing brushes $64.95 (same a6 above) 
extra 2 scrub brushes 
2 felt pads 
600 12 in attchmt 2 polishing brushes $69 95 (same a6 above) 
extra 2 scrub brushes 
2 felt pads 
wef pews oa 
1000 scrub 12 in no 2 polishing brushes $69 95 Sanding & reconditioning kit in- 
brushes 2 scrub or waxing brushes cludes 2 holders, 4 stee! wool pads 
2 felt pads & sandpaper discs 
stoweem -_ . =o ————— 
ho 500 scrub 12 in no 2 polishing brushes $49 95 (same as above) 
brushes 2 scrub of waxing brushes 
2 steel wool pads 
—_—_—+ — ————— nn sooo $$$ —__—_—_ $$$ —_—_—_———— -- -----4 - a ~_———— 
whp 400 scrub 16 in no 2 scrub of was brushes $129 50 (same a6 above) 
brushes 
+ - peieinnes — eeincamimmneneaaggunes ———— cetieanmmenES 
Ya hp 600 scrub 12 in yes 2 polishing brushes $69 95 Reconditioning hit includes sanding 
400 w i brushes 2 scrub of waning brushes discs, stee! wool pads & holders 
| 2 felt pads 
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ONLY 3 DAYS LEFT! today, Friday, Saturday 


For The GREATEST HOME FURNISHING SALE Ever 


wang 1037 Park St. 
THE ba J 


$450,000 WORTH OF MERCHANDISE WILL BE SOLD FOR $214,000 


Fous Specialists in Home Furnishings Have Joined Together to Bring You the Greatest Selection of 
Furniture, Appliances, Carpets, Juvenile Furniture. 


Modern Center H® Ehivian’s House of Carpets 
Peekskill Furniture House WH Paring Juvenile Furniture 













Guaranteed 
Below Savings 
Wholesale up to 


Cost ! 50” 


Valuable Door Prizes 
Every Night ! 


t 
1 (| 

ODERN Home Center, Peekskill, 
New York, normally grosses between 
Ld $4,000 and $4,500 on an average 
July week. For an outlay of $250 Francis J 
(“Red”) Ireland, the store’s manager-buyer, 
jumped the store’s gross to $14,000 for the 











, 2 eee CO BA|lhClUl lk CELA oe CC 
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ROLLER SKATING RINK was rented to four non-competing 


week of July 9-14, and to $6,000 for the week 
following. This yielded a net gain in gross 
receipts of $11,000 for the two-week period, 
directly attributable to the $250 investment 

The occasion was a week-long sale co-spon 
sored by four local merchants with non-con 


For a $250 investment in a joint promotion Modern Home flicting lines; besides Modern Home Cente: 

, for large and small appliances, there wer« 
Center of Peekskill, New York., turned a slow July week Peekskill Furniture House, Ekizian’s House of 
: > Sw Carpets, and Darling (juvenile furniture). A 
into a $14,000 bonanza that yielded a net gain in gross vacant roller skating rink with some 21,000 


sq. ft. of unobstructed floor area provided the 


receipts of $11,000 over a two-week period dah, Glands wits, 


Sale Priced Merchandise 


Here’s what the appliance store put into 
the event, and what it got out of it. Modern 
Home Center offered only items from regular 
stock—refrigerators, washing machines, ranges, 
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retailers for $300 for week-long promotion. Appliance dealer Ireland sold 24 washers, 20 refrigerators, 20 ranges, six TV sets, many small items. 


water heaters, ‘I'V sets, gardening equipment, 
fans—all sale-priced for the event, with the 
faster movers, understandably, carrying the 
smaller mark-downs. Most items were current 
models, but a few others bore deep price cuts. 

The store’s regular financing and service poli 
ies were in effect on all items sold 


rhe upshot, in specific numbers, was a sale 
1f two dozen washing machines, some twenty 
refrigerators, as many gas and electric ranges, 
ix T'V sets, three water heaters, and several 
dozen smaller items. Biggest surprise sellers 
were the new 14- and 18-cu. ft. twin door re- 
frigerator-freezers in the $700-range, of which 
five were ordered on the spot, Ireland reports. 
It also yielded twenty near-misses, of which 
five were converted into sales the following 
week at the store, with the remainder “immi- 
nent, almost a sure thing.” Three hundred 
names, with notes on their interests, were 
another by-product of the sale week; these 
plus the hundreds of door-prize entrants are 
now active additions to Modern Home’s mail- 
ing lists 

Rain on Tuesday, a dreary, drizzly Friday 








* a 


: 
' } 


and an off-again-on-again Saturday did cut 
attendance somewhat during the day, but for 
the most part the poor weather seemed merely 
to have deferred attendance for a few hours, 
for those same evenings drew larger than aver- 
age crowds (sale hours were from 10 a.m. to 
9 p.m. every day). 

Sunbeam’s demonstration stand was a 
trafic-stopper strategically positioned in front 
of Modern Home’s appliance display, only a 
foot or so from Red Ireland’s order book. 

While the summer sale is scarcely an origi- 
nal concept for resolving the problem of hot 
weather doldrums, most retailers simply go it 
alone, following the tried but true pattern. 
On this basic point, however, Harold Broder, 
owner of Peekskill Furniture House and 
father to the joint sale idea, reasoned thus: 
Furniture stores, to cite an example from his 
own field, are outlets today for some three 
other lines (appliances-radio-TV; floor cover- 
ings; juvenile furniture and accessories), But 
the plan he envisioned—cooperation rather 
than competition—would bring four independ 
ent retailers together, each a specialist in one 








of the above fields, with each man able to 
offer a wider selection of types and models 
than the retailer who spreads himself thin 
Moreover, by launching the sale in the second 
week of July, these four participating mer 
chants could jump the gun on competitors, 
who normally schedule their sales in August 


Line Forms to the Right 


Nor has the merit of this reasoning been 
lost on the other local retailers. Its impact 
can be measured by the fact that four other 
store owners in this city of 18,000 earnestly 
requested, even before the sale week had run 
its course, that they be allowed to participate 
in the next one 

Harold Broder was the guiding administra. 
tive spirit in making arrangements for the 
radio and newspaper advertisements that 
were to prove so effective in corralling loca) 
ears and for the rental of a suitable sales- 
exhibition room for the massed displays. 

To be suitable the sale site had to mect the 
following set of specifications: (1) ample floor 

(Continued on page 81) 
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2.Repairing 
Conventional 
Washers 


If you've just hired a new, inexperienced serviceman or if you want to increase 


the value of men already on the job—this is the place to start their training 


By P. T. BROCKWELL, JR. 


NEARLY every workday you as a major 
+‘ appliance serviceman will be called upon 
to repair several conventional clothes washers 
Many such amount to 
nothing more than a minor adjustment; a 


assignments will 


few may involve such extensive repairs you 
would not dare begin the work until you had 
quoted an estimate and had it approved; still 
others will come somewhere between these 
two extremes. And, since wandering up 
blind alleys can be dreadfully humiliating to 
you and costly to your customers, it follows 
that how quickly and accurately you can 
classify each job will have a definite bearing 
on how much you will enjoy your work 

So, in contrast to the “open it up and see 
what's ‘broke’”’ servicing plan which is typical 
of the Jack-of-all-trades, we shall emphasizc 
time-tested techniques whereby you can 
locate trouble and also find its cause in less 
than a quarter-hour on almost every job with 
little or no dismantling. (Keep in mind that 
the most marked characteristic of a profes 
sional repairman is his fanatical quest for the 
cause of failure.) Then, knowing precisely 
what is needed to restore a machine to 
normal operation, you will be able to proceed 
methodically with the work or to quote the 
customer an accurate estimate. 

Obviously, every mechanism and its servic- 
ing peculiarities cannot be described in the 
space allotted to this installment, but with 
reasonable mechanical aptitude you can adapt 
readily the ideas presented herein to what- 
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decide to service. 

Therefore, try to capture the spirit of this 
text, for, indeed, it may surprise you after 
some study and practice how much you can 
“see” inside a closed 
-ray vision 

Now let's talk about the principal operating 
parts of the machine. 


ever brands you may 


mechanism without 


Components 


Electrical Parts. A fractional horsepower, 
split-phase (or capacitor-type) motor is most 
often used to powe: 
clothes washer. 


a conventional domestic 


Control devices vary with different makes 
and models. Some are equipped with a 
feature an overload switch, 
some models with, and some without a timer; 
others, a simple on-and-off switch; while still 
others have no electrical control devices at 
all—which means that the motor starts on 
these when the cord is connected. 


timer; 4 few 


Treusmission. Motion is conveyed from 
the rotor to the transmission either by a 
belt and its attendant pulleys or by one or 
two flexible couplings. 

Transmission designs differ somewhat with 
the various makes, but to avoid confusion 
we'l) confine our discussion to a few which 
are common to many recent and current 
moci¢ls. The first of these is a sector and pit- 
mat transmission shown in Fig. 1 in which 
the speed of the worm shaft is reduced 
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through the worm and the worm wheel to a 
suitable speed for the wringer drive shaft 
which is coupled to the upper side of the 
worm wheel hub. The pitman is fitted over 
the crank pin on the lower side of the worm 
wheel to give the oscillating motion required 
it the agitator drive pinion. In another type 
of agitator transmission (see Fig. 2), the 
same worm and worm wheel are shown as 
used on many models, but instead of the 
sector and pitman, a rackbar is employed to 
produce the oscillating action. 

In these oscillating mechanisms, the loaded 
agitator has a tendency from accumulated 
momentum to run “ahead” of the gears as 
it approaches the time of reversing. Then, 
following this momentary unloading of the 
mechanism, a sudden reloading produces what 
is termed backlash knock. To prevent this 
undesirable noise, many manufacturers have 
provided a friction device which imposes a 
slight but sustained load on the worm wheel. 
See Fig. 3. 

Many types of agitator clutches have been 
employed by the different manufacturers. In 
most rackbar transmissions, the clutch, in 
operation, disengages the rackbar from the 
pinion. In sector and pitman mechanisms, 
some manufacturers employ a type of clutch 
which shifts the agitator pinion upward on 
its shaft to disengage it from the sector (see 
Fig. 4); another uses a pin-type clutch on 
the worm wheel to disengage an eccentric 
drum onto which the pitman is fitted (also 
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shown in lig. 4 still another supports the 


sector on an eccentric axis, which, when 
turned, moves the sector away from the pin 
ion. There are others, of course, but these 
will suffice to acquaint you with the principle 

In a spinner-model transmission no vertical 
shaft is coupled to the upper side of the worm 
wheel hub. Instead, the worm shaft is usually 
extended with a pinion fitted onto its inner 
end which drives a somewhat larger gear to 
provide a suitable speed for the dryer basket 
(see Fig. 5). Obviously, a friction clutch 
is required for the dryer because of the high 
speed of its driving members. Incorporated 
into the dryer clutch is a brake so designed in 
most makes that when the clutch is disen 
gaged the brake is automatically applied 
Without this feature the user after shutting 
off the dryer would be compelled to wait 
several minutes for the basket to coast to a 
stop 

With an oil charge of sufficient quantity, 
positive lubrication of the transmission is 
assured lo prevent leaking, the faces of 
covers aml other non-rotating parts are usually 
sealed with gaskets, but where shafts emerge 
from the case, particularly below the oil level, 
stuffing boxes or seals are used 

A “breather hole’ is 


transmission cases, well above the oil level 


provided in most 
which SCcTV« to equalize the pr ure both 
nside and out so that whatever heat and 
vapor are generated inside (from friction) mat 


cape immediatch 
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Water Pump. This is a centrifugal pump, 
often listed as optional equipment for some 
models. Its parts comprise the body, the 
cover and gasket, the impeller, the shaft, the 
seal, and the intake and discharge hoses 
Power from the motor to the pump is trans 
mitted in one of three ways 
ling, (2) 
friction wheels 


(1) by a coup 
by belt and pulleys, or (3) by 
In wringer models particu 
larly where it is desirable to interpose a pump 
clutch, 
employed. In this design, usually the pump 
shaft is equipped with an all metal wheel 
while the motor shaft or other driving mem 
ber is fitted with a rubber-tired wheel. The 
pump, hung on a pivoted support, is tilted by 
a spring so that the treads of the two wheels 
are brouglit together 


friction wheels are most often 


The user may shut off 
this style pump by tilting it in the opposite 
direction 


Fig. 6) 


through the control level (sce 


Agitator and Center Post Assembly. The 
oscillating motion of the agitator drive pinion 

conveyed from the transmission to the 
agitator hub through the agitator drive shaft 
which leads up through the center post and 
is supported at the top by the center post 
bearing. Little or no sealing is needed where 
the shaft emerges from a “high” center post 
because in this type the bearing is above the 
water line The “low” center, however, 
requires a perfect seal over the bearing, for 


completely submerged and hence is 
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FIG. 1. Principal Parts of a Worm-driven Sector 
and Pitman Transmission. Coupled to the motor 
is the worm which drives the worm wheel whose 
crank pin delivers an oscillating motion through 
the pitman to the sector. 


Fig. 2. Worm-Driven Rackbar Transmission Parts. 
This transmission is similar to that shown in Fig. 
1 except that the rackbar is used instead of the 
pitman and sector. The guide, which fits into a 
channel in the rackbar, is linked to the clutch 
control lever 


| 


a aly , 
y)) ll |] m 


2 Pitman or rackbar 
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FIG. 3. Side view of a Worm Wheel, This sketch 
shows one type of friction device for eliminating 
backlash knock 














FIG. 4. Two Types of Agitator Clutches. Upper left 
sketch shows the type in which the shifter yoke, 
which is linked to the control lever, slides the 
gear upward to disengage it from the sector 
Lower right sketch shows a pin-type clutch on the 
worm wheel. When the clutch is moved down 
ward, the pins which pass through the worm 
wheel will engage the holes in the eccentric drum 
onto which the pitman is fitted 
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Conventional Washers 
(continued) 
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FIG. 5, One Type of Spinner Clutch. With the mo- 
tor running and the clutch disengaged, the 
driven gear revolves freely on the dryer drive 
shoft. But when the non-revolving brake disc, 
which is linked to the control lever, is lowered, 
the clutch spring gone the driven member down- 
ward where its lined face engages that of the 
driving member, When the clutch is disengaged, 
the brake disc is raised which not only seporates 
the clutch faces, but also provides a bvehioe ac- 
tion for the driven member and its shoft. 

































































FIG. 6 A Common Pump Clutch Design. A spring 
(not shown) tilts the pump so that the two wheels 
are brought together under slight tension. Through 
a control lever the user can disengage the pump 
by tilting it in the opposite direction thereby sepa- 
rating the wheels. 


FIG. 7. One Style of Wringer Reversing Mechanism 
The vertical drive shaft of this assembly is coupled 
through the coiumn shaft to the worm wheel in 
the main transmission. The Operation of the re 
versing years is fully explained in the text 
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subjected to the total weight of the water. 


Spinner Chamber. We may divide spinner 
baskets roughly into two groups: open and 
closed. The closed type, which requires no 
tank in which to revolve, expels the water 
through sma}! openings around its top flange 
into a turret and thence to the laundry tubs 
(or back to the washer tub). This type bas- 
ket employs double support—top and bottom 
—and hence requires a revolving (usually 
ball bearing) inner lid in addition to the 
stationary outer cover. ‘The open style basket, 
which has been made for both double and 
single support, has its entire girth perforated 
so that the water is expelled into a tank in 
which the basket revolves. In this type the 
washer’s puinp draws the water from the tank 
about as rapidly as the dryer extracts it from 
the clothes 


Wringer. In most makes the wringer rests 
on the column flange with nothing more to 
hold it down than its own weight. It may be 
swung around and latched in any one of 
several positions by merely lifting the index 
pawl. (In some models this locking action 
is automatic, the index pawl being moved 
into the detent slot when the control handle 
is turned to either one of the two operating 
positions. ) 

Many arrangements of the gears have been 
employed by different manufacturers to 
achieve the reversing function in the wringer 
gear box, but all utilize virtually the same 
principle, By reference to Fig. 7 you will 
uote that the spool clutch being keyed to 
the vertical shaft revolves in one direction at 
all times when the motor is running, but 
with the clutch in neutral, as shown, the 
gears do not move—the shaft just turns freely 
in the hubs of the two clutch gears. When 
the user by turning the control cam shifts the 
spool clutch either up or down, its nubs will 
engage those of one clutch gear which in turn 
will drive the lower drive gear. When the 
clutch is shifted to the opposite gear, you 
can readily see that the lower roll drive gear 
will turn in the opposite direction, for it is 
being served from the opposite side. 

The lower roll is connected to the horizon- 
tal shaft of the wringer gear box by a coupling, 
the openings of which may be square, hex- 
agonal, rectangular, pin-slotted, or something 
similar which correspond to the driving ends 
of the lower roll and the horizontal shaft. 

Wooden bearings, treated to be self-lubri- 
cating, are used almost exclusively in today’s 
models to support the wringer rolls. 

Pressure on the upper roll bearings may 
be varied by the user through the tension 
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EDITOR'S NOTE: This is the second in EM’s new series on major appliance 
service. The first article, How to Get Started, appeared in the October, 1956, 
issue. Tear sheets of this second article are available while the supply lasts. 
Write: Editor, Electrical Merchandising, 330 West 42nd St., N. Y. 36, N. Y. 


spring adjusting screw. A safety release 
enables the user to release all tension immedi- 
ately in the event of an emergency. This 
device in some models is interconnected with 
the control cam so that the wringer is auto- 
matically stopped when the safety release is 
tripped. 

Nearly every current model wringer is 
equipped with an automatic drainboard flip- 
per which makes it unnecessary for the user 
to tip the drainboard manually before revers- 
ing the wringer. In some makes which fea- 
ture this convenience, the flipper board is 
simply linked to the control cam. In a num- 
ber of others, a friction-driven actuator is used 
on the lower roll or on some part of its 
driving mechanism. 


Preliminary Examination 


A few questions put to the customer on 
your arrival will often save time in making 
your preliminary examination of the washer. 
But avoid the stock question—“What’s the 
matter with it?”—for usually it brings forth 
the stock answer—“If I knew I'd fix it 
myself.” Rather, you must by suggestions 
help your customer give intelligent answers. 
As an example, you might ask what part of 
the machine failed—then suggest quickly, 
“Wringer? Pump? Or possibly the washer 
itself?” and so on. 


Failure to Start. If that customer tells 
you that the machine does not run at all, you 
should first establish whether or not it blows 
fuses. Again, you must encourage her to 
answer correctly. Say it does not blow fuses. 
Was there any sound whatever when she con- 
nected it? If the answer is No, you would 
ask, “Not even a low hum?” Then she might 
say, “Now that you mention it, there was a 
slight hum—but nothing would work.” 

No doubt you've guessed it by now, either 
this machine is jammed or the motor is 
faulty. The first thing you would do—even 
before connecting it—is to reach under the 
washer and try to revolve the motor coupling 
by hand. If you can, you may be reasonably 
certain that the motor is at fault; perhaps 
its bearings are worn, or its centrifugal start 
ing switch may be faulty, or it may even be 
burned out. At this point you should do a 
ground test and if the motor is grounded, 
recommend an exchange. If it is not 
grounded, plug it in gingerly to confirm this 
stage of your test. If the starting switch is 
faulty, the motor may start all right the first 
time you try it (after having moved the shaft 
by hand) and if so, test the other functions 
of the washer while you have it running and 
then test the motor repeatedly for starting 

(Continued on page 84) 
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Million dollar promotion ! 





RAY ag 


Y US. aA 


‘-1)-9" profit-makers! 


e yet it retails for only a nickel more (prepriced ) 
e you'll see it and hear about it on nationwide TV and radio) 


50% 


more life 


‘Uae 
a 
Mihy NTEE my YOUR 


NE 841 Aes 


(LIF. Test) 


Limited introductory offer! 


e biggest battery announcement since Sealed-in-Steel ! 


NO. 11 SPORTSMAN Speciaideai AOA dealer profit! 


No. 11 
SPORTSMAN 
SPECIAL 


+» Consists of 48 No. SLP SPORTS. 
MAN Premium Batteries, 6 No. 
$22F two-cell SPORTSMAN Flash- 
lights, and 6 No. MS22 Miniature 
SPORTSMAN Flashlights. 


Retail value $24.84 
Dealer cost 14.04 


Dealer Prott $10.80 
or 43'2% margin 


purse 


50th Anniversary Special! 


M345 Home and Auto Kit— 

$4.43 value on which you make 

full profit ot just $3.98 

Two matched chrome steel 

flashlights —one for the home 
and one for the road 

plus four 2LP batteries in 

on attractive reusable 

styrene case all 

pockaged as appeo! 

ing display kit 


nationwide radio and TV 


help you sell complete Ray-O-Vac line 


130 stations reach most radio, TV homes in 
America, including those near you! 


SPORTEMAn. /@ FO 


@ POCKET On FOR PURSE 


envy uae 
TICAL yensaTiie For tv 
pmac 


Six M$22—miniature SPORTSMAN® (reg- 
vlar 59¢ retailers) come packed on full-color 
display cord with every No. 11 Deol 

absolutely FREE! 


Perfect for pocket or 
wanted by men, women, children 


Neo. SLP —the revolutionary new SPORTSMAN 
bottery with 50% more life (L.1.F. Test). Dis. 
tinctive outdoor design theme. Prepriced in 
No. 11 Deal you get 48 size ''D'' premium 
botteries in two colorful display boxes 


$1.69 value... can be 
sold for 98¢ 
M285 Sentry Special — repeated 


from last spring because demond 
outran production. Six J22R 2-cell 
flashlights attractively carded. 
Manufactured to retail for $1.69 — 
specially priced to sell for full 
profit ot just 964. 


s 
Om Annmivensar™ 


$22F SPORTSMAN® — world's only flash. 
light asked for by name —finest spotlight in 
Ray-O.Vac'sentire line. Sixtwo-cell chrome. 
plated lights on beautiful display card (out. 
door design theme) in No, 11 Deal 


1¢ SALE 

M290 —contains six standard 
Ray-O.-Vac flashlights ($1.66 
value) and six minioture replicas 
of this streamlined light. The 
1290 is priced to let you sell the 
59¢ miniatures at just 1¢ each 

.- and still realize full profit! 
includes full-color display card, 
plus sleeves for flashlight bin 


RAY-O-VAC COMPANY 
MADISON 10, WISCONSIN 


DIVISION OFFICES: 212 East Washington Ave., 
Madison 10, Wis. * 1338 Madison Ave., Memphis 
4, Tenn. + 461 Market St., San Francisco 5, Calif, 
* 1775 Broadway, New York 19, N.Y, * Ray-O-Vac 
Canada, Lid., Winnipeg 












You can make 


PROFITS 


SELLING EAT 


when and where i's Ra 











EMERSON 


ELECTRIC 
fan-type portable 


HEATERS 





You can sell the complete portability of 
Emerson-Electric fan-type heaters for a fast 
profit. Your customers want heat when 

and where it's needed —a heater that is 
light enough for Mrs. Housewife to move 
easily and at the same time generates 
enough heat to make it worth-while 
EMERSON-ELECTRIC has combined these 
two big sales features into a high-capacity 
unit that measures only 13%” x 6” x 

11%” and weighs only eight pounds, A 
handgrip on the back makes this heater 
easy to carry . . . the specially-designed 
cabinet exterior remains cool to the touch 
so that it can be moved at any time 


And look at these other features that 
make Emerson-Electric Fan-Type Heaters 
big sellers: Only one knob controls 
heating element, fan and thermostat. 
Fan operates quietly. Special induction 
motor does not interfere with radio and 
TV reception, Automatic safety switch 
cuts off if heater is upset. 


Stock-up now! Contact your EMERSON- 
ELECTRIC Distributor right away 
and PROFIT! 








TWO MODELS 
1320 Watt ond 
1650 Watt Capacities 


DISPLAY THIS HEATER...it's 
EMERSON-ELECTRIC quality 





ata competitive price 






Display Emerson-Electric Fan-Type Heaters 
at the 
handsomely in Extra sales, Get this self- 


“hot-spot” on your floor, It will pay 


uy if Here rie bes 
evens Het ay, 


seller store display. Attractive consumer 


folders also available. 


Write for Catalog M-64, The Emerson Elec- 
tric Mfg. Co., St. Louis 21, Mo 


EMERSON W ELECTRIC 
of St. Louis «+ Since 1890 
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| Almost Failed 





is responsible for the financial 
plight which many dealers—and dis- 
tributors—find themselves in to- 
day.” 

“Take Canton, for instance,” he 
says. “In Canton, in 1949, there 
were something like 18 a pliance 
dealers in a city of 110, obb. To- 
day, there are approximately 55 out- 
lets inside the city limits where you 
buy white goods, TV, radio or 
housewares, and the population is 
only up to 125,000—about one 
dealer bor every 2,500 population 
The only logical thing to do in a 
softened market is to tighten the 
structure, not loosen it.” 


Food Plan Fails 


In 1953's weak TV market, 
Vechey went for the first time to 


sales of other appliances. “I was 
trying anything then,” he says. He 
went into a food plan, which 


moved very well for about three 
months. But the bottom fell out, 
when, as Vechey describes it, “a 
bunch of hucksters moved in” with 
borderline and outright phony food 
plans. 

“What happened was that while 
we were selling freezers with a 
well-known brand name and doing 
all our financing through a local 
bank, these hucksters moved in 
and got people to practically sign 
their life away. They created so 
much public distrust that within 
a few months anybody who sold 
a freezer on a food plan was a 
{ rook,” 

Che shift left Vechey’s TV Mart 
with $5,000 to $6,000 worth of 
freezer inventory which was still 
on the books at the close of 1954, 
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more than a year later. 
Tries New Location 


In October, 1953, Vechey took 
another step to shore up his fading 
profits. He moved his location 
from the old apple barn to a large 
house on Canton’s Cleveland Ave- 
nue, about halfway between the 
suburbs and downtown Canton 
To the front of the house he added 
a showroom glassed in on three 
sides, at a cost of approximately 
$10,000. “At the time I thought 
it might solve my problems. But 
now I think the trouble was | 
didn’t move far enough into town 
his isn’t trafic location—it would 
be useless for me to stock house 
ware items—there just isn’t any 
impulse buying at this location.” 

1954 saw Vechey at his lowest 
ebb, but he says “I had plenty of 
company. I don’t know of a single 
dealer in this area who made 
money that year.” Vechey did less 
than make money. His gross slipped 
again to $56,000, $36,000 of which 
came from TV, the rest from white 
goods, mostly laundry equipment. 
Net loss plunged to $9,586 (a loss 
of 17.11 percent). Cash on hand 
was down to $5,600, physical in 
ventory was at $15,470, accounts 
receivable were $1,841 and a 
counts payable were $9,552 
Vechey cut his own salary to 
$7,485 and hired no salesmen. 

“I can give you a good instance,” 
he says, “of what kind of help 
dealers were getting from the rear 
echelon in 1954. In the spring of 


the year I put on a sale on one 
brand of laundry equipment. | 
got plenty of help on advertising, 
and because I bought and moved 
(Continued on page 72) 
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€) Make This Christmas Merrier 
| = And Bigger Than Ever 


1) 
Swap WITH THESE FREE TAPE MERCHANDISERS 
\ Three Types To Fill Every Dealer’s Needs 






SINGLE GHELF 24 BOX COUNTER UNIT 





NOW .. . a choice of three complete package merchandiser units — 


everything a dealer needs to ring up big sales in the magnetic tape (f 5) 
boom, at only a modest investment. 24 Box  o ) 


SINGLE GreELF 
° ° ° . . . WALL UNIT 
Christmas time is peak buying time for tape recorders. Sales are ) 
bigger than ever. Every sound reason for your store to cash in—now. 


Complete package puts any dealer in the magnetic 
tape business at a low, low investment 


Which of these three sturdy, handsome tape merchandisers do 


ou want? The single shelf counter unit, the wall unit, or the giant magnetic 
yo gle un te ( eg Scorcn dees 


double shelf counter model? Pick the one that best suits your needs. 
You'll receive your choice absolutely free. 
For 24-box single wall or counter model, just order 6 reels of 
1200 foot “SCOTCH” Brand Magnetic Tape 111A-12, and 6 
reels of 1800 foot “SCOTCH” Brand Magnetic Tape 190A-18. 
You can get the giant two-shelf counter unit with an order of 12 
reels each of these tapes: 111A-12, 190A-18, 120A-12, and 150-18. 
Stock plenty of fast-selling “SCOTCH” Brand Magnetic Tape. 
Order your free merchandiser from your jobber salesman, 3M sales- 
man or write Mr. Dan Denham, Sales Manager, Magnetic Products 
Division, at the address below. 


* low, convenient height 


SCOTCH 





* stimulate impulse purchases 
Magnetic Tapes 





GIANT 48 BOF DIGFLAY 
* sturdy wrought iron construction A , 
The term “Scotch” and the picid design are registered trademarks of Magnetic Tape made in U.S.A. by MINNESOTA 
MINING AND MFG. CO., St. Paul 6, Minnesota. Export Sales Office: 99 Park Avenve, New York 16, New York 
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NOBODY'S 
LISTENING 
BUT PEOPLE 











THEIR WORK ‘ 
MADE EASIER! 






What a time to talk about household 
appliances...while an average 
of 4,115,000 people a minute—mostly 





homemakers too busy for other 
advertising media—listen to CBS Radio’s 
weekday serial dramas. 


These programs are the strongest 
lineup in all daytime radio. 


In one week, 20,548,000 different people 
hear them. And in four weeks, 
there are 31,791,000 different listeners. 


this is the right time to buy... 


CBS RADIO NETWORK 


From left to right: 


12:00 N. WENDY WARREN & THE NEWS 
~ -- 12:15 PM BACKSTAGE WIFE 
E} ta / 12:30 PM ROMANCE OF HELEN TRENT 
vs 12:45 PM OUR GAL SUNDAY 
a Le 1:00 PM THIS IS NORA DRAKE 
ool Bo! 1:15 PM MA PERKINS 
te 1:30 PM YOUNG DR. MALONE 
ae bd perm ‘1:45 PM ROAD OF LIFE 
a > i. STR 2:05 PM RIGHT TO HAPPINESS 


2:15 PM SECOND MRS. BURTON 














The STAR of the Fa 
\ | 


Range Season 


inch range 






































CHASSIS—Rigid ene piece 
welded steel contiruction, por 
colain rvst-fres finish 





SIMPLEX. SIMMER 
ERS — provide 
speeds from fast bell te keep 
wenm 


GRIDDLE OF F—wrevides « 
glent size fitth burner thet ox 
pedites cooking 


TOP B8URN.- 


meny cocking 


New at last-—a perfect 36” range thet encompasses 
ali of the features usually found only in larger cus- 
tom-built ranges. Home modernization has demanded 
compaciness and utility in appliances. After years of 
research Enterprise is proud te present the perfectly 
designed 36” range. No more overcrowded kitchens 
with little work space. With Enterprise every woman 
can have all of the features she’s longed for in a 
range PLUS compactness and beauty in design. 
































Features by Popular Demand 


Top Griddle & Chrome Cover— 
Extra Top Grate permits use as 
Giant Size Fifth Burner, Cop- 
pertone Panel Backguverd with 
Chromium Lamp. Concealed 
Oven Vent. Roll Out Broiler 
with Deep Pan and Heavy Grid 
Fully Automatic Clock-Con- 
trolled Oven and Appliance 
Outlet. 


Heavy Fiberglas insulation. 
Thermostatically Controlied 
Oven. Flush-to-Wall Installation 


Phillips & Buttorff Manufacturing 


wo? wee 2 ae 
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Pure White Panels finished in 
Titanium Acid-Resistant Porce- 
lain Enamel. Full Porcelain Fin- 
ished throughout, including 
Bases, Burner-Box Bottoms, 
Main Back Walls and Oven 
Racks. 


Centoured Oven and Compart- 
ment Door. Large Utensil 
Storage Compartment. Large 
Utensil Drawer on Roller Ball 
Bearings. 


Company 


ir “Saar @- 
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a certain number of units, 1 was 
sent on an expense-free vacation. 
When I came back I found out the 
distributor was so enthusiastic over 
the record I'd made that he fran- 
chised three more dealers with th« 
same brand of laundry equipment 
at locations within one mile of my 
store.” 


Recovery in ‘55 


By the end of 1955, the books 
were showing some recovery—a tre 
mendous recovery at least from the 
net loss of —17.11 percent in 
1954. The year 1955 grossed $106,- 
667, with a net profit of $1,677 
(about 1.57 percent). But cash on 
hand was still only $5,626, physical 
inventory was at $24,467, accounts 
receivable at $1,985 and accounts 
payable at $4,440. Vechey reduced 
his own salary to $6,860 and paid 
no other help 

In another effort to boost sales, 
Vechey opened, in 1955, another 


store in nearby Massillon, Ohio 
staffed by a manager and one sales 
man. 


It cost him roughly $4,000 to 
open this store, which had a two 
fold purpose: To move off som« 
of the inventory which was accu 
mulating in the Canton store, and 
to tap a supposedly lucrative new 
market. Says Vechey: “I got no 
protection from the distributor at 
all. He gave my own store manager 
a franchise to handle the same 
equipment in another store a few 
blocks away.” The Massillon ex 
periment was a dismal failure which 
finally ended in liquidation, with 


Vechey's loss coming to around 
$8,800. 
What's Ahead 
His experiences haven't left 
Vechey in an exactly charitabk 
mood toward his business. “I 
don’t see,” he says “how distrib 


utors and manufacturers can expect 
loyalty from dealers when they go 
behind the dealer's back at the first 
opportunity. ‘To survive in today’s 
market a dealer has to buy all 
deals. He can’t afford the privileg< 
of being loyal.” 

Vechey, however, hasn’t lost all 
hope. Within the past two months 
he’s taken on a new line of white 
goods, on which the distributor 
has promised that no more than 
four dealers will be franchised in 
the 


Canton area. Vechey is the 
third. He plans to sell on brand 
and quality, not because he’s 


against discounting but because he 
“hasn't got the cash to get into 
trans-shipping.”” He'll stand or fall 
on his new line. “If I break even 
in 1956, I'll be in business next 
year. If not, there's only one thing 
to do, liquid ite End 
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LEW Y fT announces 
Traffic building 


DOUBLE 
TRADE-IN SALE 


ON NEW 


LEWYT 


POWER CLEANER 


One out of three vacuum cleaners is sold on a TRADE. Six- 
teen million women now own cleaners five years old or older. 
No wonder there’s big bargain excitement in ‘Twice the 
regular trade-in allowance” for a new Lewyt Power Cleaner. 










It’s easy to run your own Double Trade-In Sale. You decide 
amount of Double Trade-In, so there’s plenty of room to 
Wheel and Deal. 


What’s more, Lewyt gives you a complete Double Trade-In 
Promotion Kit—ad mats, giant postcards, window streamers, 
displays, radio scripts—all backed by biggest national ad 

we drive in entire vacuum cleaner industry. So to double your 
Model 90 ~~ chances for extra traffic, call your Lewyt Distributor now! 


LEWYT CORPORATION, Long Isiand City 1, New York - Aliso sold through leading Canadian Distributors 
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bo Great in 57 with the 


EASIER TO SELL BECAUSE 
YOU HAVE MORE TO TELL! 


with the great new 


All-Feature 
Gibson 


REFRIGERATORS 


King Size FREEZ'R LOCKER 
SWING'R CRISP'RS 
BREAKFAST LOCKER 
“LEFT-OVER" Storage Containers 


plus Automatic Defrosting ... Deep 
Door Shelves... Roll-out Aluminum 
Shelves Butter and Cheese Compart 
ments 
And Gibson's price helps you sell 
the profit pays you well. Dealer aids give 
you a wide choice—to select the promo 
tions that fit your store’s policy and 
personality. But now, ‘Eyes 
Right!" for Part 2 of the 
Gibson story 














EASIER TO SELL BECAUSE 
YOU HAVE MORE TO TELL! 


with the great new 


All-Feature 
Gibson 


ELECTRIC RANGES 


Automatic ROAST MINDER 
HIGH SPEED UNIT 
TEL-O-MATIC LIGHT 
THERMATIC KOOK-ALL 


plus 7-Speed Pushbutton Controls... 
Circuit Protector, no fuses to blow... 
New Vertical Broiler broils twice as fast 
available asaccessory onal/ Gibsonranges. 
No other range wraps up al/ these 
woman-wanted features. Gibson backs 
you up with saturation advertising 
nationally and locally. Don’t miss 
Part 3 on the next page. 





shot oteonshouo kircky Fhor 50 
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New All-Feature Gibson Line 








EASIER TO SELL BECAUSE EASIER TO SELL BECAUSE 
YOU HAVE MORE TO TELL! YOU HAVE MORE TO TELL! 


with the great new 


All-Feature 
Gibson 


FREEZERS 


with the great new 


ll-Feature 
Gibson 


ROOM AIR CONDITIONERS 





® Easy-Out PACKAGE DISPENSER 
® Roll-Out BASKET 

© ICE CREAM Compartment 

® Easy-Out JUICE-CAN DISPENSER 


... plus Loading Shelf... Adjustable 
Shelf ... Fast-Freeze Shelves .. . 5-Year 
Warranty. 3 upright sizes. 2 chest sizes 
Yes, Gibson’s got it—including the 
sensational ‘Lucky 7 for 57’ merchan 
dising program. Gibson is on the march 
it’s a big money-maker today, with 
the greatest growth potential in 
the industry! Like surprises? 
Read Part 4 next. 


®@ Exclusive Automatic AIR-SWEEP! 
© New 17” TRIMLINE DESIGN 

© DUST MAGNET Electrostatic Filter 
© LOW AMP 115-Volt Models 


Yes, Air-Sweep is the big newa for 1957 
So different it’s patented. Air-Sweep 
ends the “‘closed-in... closed-window 
feeling.”’ Automatically and continually 
it sweeps cool, fresh air from ceiling 
to floor, wall to wall. Gentle and draft 

free, too. So if you really want to 

sweep the market next year, don't 
buy air conditioners until 
you see Gibson! 


« I A ore Seber Soman 
IDSONS ksee 


CORPORATION 










Go Independent... 
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Packs Triptie- 
Profit Power! 


IT’S A STARTER SET...AGIFT ITEM 
-» ASPRINGBOARD TO FUTURE SALES! 


se NE SET 


Budgipou (, SUH 4444/4 44 


with the 


Viagic 





Heart 
TT of Copper 

' é - <i 

Qe FU is 





7 HEART WARMER ser 





HEART WARMER SET includes 2 qt. covered Casserole, 2% 
qt. Saucepan (together they make a Double Boiler), wrought 
iron Candle Warmer. Retails at $19.95. 

STOCK NOW — FOR BRISK HOLIDAY SELLING! 
Handsomely gift-cartoned, the Bridgeport Copperware Heart 
Warmer Set is a compact, impressive display. It’s the perfect 
gift, perfect starter set, perfect “wedge” that opens up future 


volume for you as your customers add more utensils to acquire 
the whole line. 


TWO STYLES — 


ENCASED COPPER — heat-carry- copper CLAD — rich, glowing 
ing copper from rim to rim be- copper outside, stainless steel 
tween two layers of stainless inside. 

ateel, 


...Mothing’s hotter than copper! 


(f7 
Stock: Baiapqoo Coppowware 


With these exclusive features: 







® MAGIC HEART — heat-carrying copper, rim 
to rim, between two layers of stainless steel. 

@ The only Top-of-Range Cookware 
Line in the New Squared Shape! 


© The only Stainless Steel Cookware 
with Solid Copper Core rim te rim. 


@ NEWEST ADDITION to the Bridge- 
cone re line is the 5 qt. 
‘CH OVEN—Ideal for oven roast- 


ing or top-of-range cooking. pe 


BACKED BY A POWER BLAST OF NATIONAL ADVERTISING! 


The finest you can own...or give! 
BRIDGEPORT BRASS COMPANY . BRIDGEPORT 2, CONNECTICUT 
Producers of better metals for America since 1865 
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These Servicemen Sell 





up four of its top servicemen in 
their own companies in various 
parts of eastern Massachusetts. Be- 
fore the fledglings were allowed to 
take over the franchised branches, 
however, Bonded continued paying 
their salaries until the operations 
became profitable. 

Fach fou. now independently 
owned, pays the parent company 
10% of its yearly gross sales vol- 
ume, and contributes to the exten 
sive advertising budget set up by 
Widisky, who is getting a great 
deal of cooperative advertising help 
from his distributors. 

This year, Bonded TV’s Brook 
line store will realize gross sales of 
$200,000, with the remaining 
branches averaging about $24,000 
each. Of that, Bonded will get 
10% or approximately $9,600, ac- 
cording to Widisky. 

A total of 18 men, using their 
own cars, cover eastern Massachu- 
setts for all five Bonded branches. 
‘Ten of them work out of Bonded’s 
Brookline headquarters, with their 
hours staggered so that service calls 
can be answered seven days a week 
until 9:00 p.m. 


Developing Leads 


Careful tabulations of where 
each Bonded customer heard of the 
company are kept by the firm. Ac- 
cording to Widisky, 75% of new 
business is radiation, the remainder 
stems from advertising, which is re- 
sponsible for between 30 and 40 
calls per week. About 25% of all 
service calls result in TV set sales. 

The selling servicemen have yet 
another source of leads for new TV 
set sales. Each of the company’s 
customers has his set’s case history 
on record at Bonded. A master card 
has recorded all information per 
taining to a given set, seshalinn 
age, service work performed, new 
complaints and repair costs. Pe- 
riodically, the master cards are ex 
amined, with careful scrutiny made 
at the time a service call is received. 
If Bonded TV feels that the cus- 
tomer is spending too much money 
for repairs, consultants are advised 
to recommend that a new set be 
purchased. 

When servicemen remove a set 
from the home and take it back to 
the service shop for repairs, they 
follow a policy carefully planned to 
increase new set sales. If it is dis 
covered that major service work 
must be performed, the work is 
stopped and the customer called 
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immediately with the intention of 
starting the ball rolling toward a 
new TV set sale. 


Honesty Pays 


Is there a danger that servicemen 
might exaggerate needed repairs 
with the intention of earning a 
greater commission from the sale 
of a new set? “That's a possibility 
that would be existent anywhere 
that a system like ours was in ef- 
fect,” says Widisky, “but we've 
built our reputation on honesty. 
When there was so much commo- 
tion in the trade a few years ago 
because of some of the stunts a few 
unscrupulous servicemen were pull 
ing, we worked with the Boston 
Better Business Bureau to set up 
accepted standards of operation. 
We adopted the principle of leav- 
ing all bad parts with our customers 
and marking all tubes that we in 
stalled so that the customer could 
check if she wanted to. 

“We've maintained that policy to 
this day. Customer suspicion was 
reduced 100% and our customers 
do business with us in full con- 
fidence.” 

Prior to their forming the part 
nership, Widisky and Fisher were 
both employed as engineers for 
Raytheon Manufacturing Company 
in Waltham, Massachusetts. When 
they started the TV service com 
pany, they came up with the idea 
of bonding their service contracts 
with performance bonds, issued by 
Peerless Casualty Company of Bos 
ton. 

The idea struck the fancy of 
Boston TV distributors, who rec- 
ommended the company to their 
dealers. Over 200 dealers sub 
scribed to Bonded’s service contract 
deal shortly thereafter. In the first 
two years of business, Bonded 
wrote 7,000 contracts at $67 each 
The company’s profit on each was 
$27 and included outdoor installa 
tion and service and parts for one 
year. All money was deposited to 
assure continuous service, with only 
1/12 withdrawn every month, ac- 
cording to Widisky. 

In the past few years, customers 
have found it cheaper to pay for 
service as needed, elaborates Widi 
sky. “Contract policies dropped in 
popularity and then we stopped 
recommending them,” says Widi 
sky. The insurance company held 
all remaining contract monies in 
escrow until all contracts were per 
formed. End 





THE BUILDER AND THE DEALER .. . find themselves competing in 
today’s appliance market. And, say mony appliance dealers, the 
builder has an unfair advantage. The government has been asked 
to step into this complicated picture. For a broad picture of what's 
happened and what may happen in this situation see the 
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SATURDAY EVENING POST 
NOVEMBER 10 NOVEMBER 17 NOVEMBER 24 DECEMBER 8 


13 SALES-PRODUCING TELEVISION DEMONSTRATIONS 
BY BETTY FURNESS BETWEEN NOW AND CHRISTMAS! 


WEEK OF OCTOBER 8 WEEK OF OCTOBER 22 WEEK OF OCTOBER 29 WEEK OF NOVEMBER 5 WEEK OF NOVEMBER 12 
STUDIO ONE STUDIO ONE STUDIO ONE ELECTION NIGHT TV-RADIO STUDIO ONE 
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(Saturday Evening Post Roaster -Oven (Saturday Evening Post 
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B= | ee — 


\ 








WEEK OF NOVEMBER 19 WEEK OF NOVEMBER 26 WEEK OF DECEMBER 3 WEEK OF DECEMBER 10 WEEK OF DECEMBER 17 

















(Saturday Evening Post STUDIO ONE STUDIO ONE STUDIO ONE STUDIO ONE 
Toaster and Coffee Maker ad) Grill-N-Waftfler Full Line « Cook-N-Fryer Grill -N-Wafttler Steam -N-Ory iron 
Cook-N-Fryer (Life Full Line spread 
Steam-N-Dry Iron Saturday Evening Post 
~ fr (Saturday Evening Post Steam-N-Dry iron ad) 
| Bed Covering spread) o- x 
\ _ . ae c=) a 
| SI 
| Vey & as 
, i 


Top-rated television and radio shows now feature Westinghouse! Shows like “People Are Funny”... 
EXT RA ! “Truth or Consequences”... “Beat the Clock”... with over 176,000,000 people tiined in! 
Extra promotion for Westinghouse Electric Housewares day and night... all year long! 


CAL ADVERTISING THAN EVER BEFORE! 








COLORFUL WESTINGHOUSE 
HOLIDAY DISPLAY 
PACKAGE 

Free while they last... 


jumbo 25-piece kit in full 
color for window and 


in-store displays. 


Ask your distributor. 











4-Dealer Promotion 


Keep in step with the times... 
with modern Pittsburgh Upen-Vision Store Fronts! 
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pace for four exhibitors; (2) con- 
venient location, preferably down- 
town; (3) decent customer parking 
and truck unloading facilities; (4) 
reasonable rent, consistent with the 
three foregoing needs; and, of 
ourse, (5) availability 
Sites meeting this bill of particu- 
lars are, no doubt, infrequent these 
days in almost any community of 
more than four families. But Broder 
did manage to find the one such 
location available in Peekskill—lo- 
| ated in the upstairs rear of the 
same building 
The four partners in the venture 
Broder, Ireland, Ekizian, and 
Darling—agreed to an even four-way 
split of all advertising, rent, insur- pm 
ance and other expenses. With a | sa ak ets aii 
total bill of just about $1,000, this 
{ » meant an outlay of $250 for each 
man. Here’s what the investment 
bought 


$300—Rental of the Peekskill 
Rollerdrome for one full week 
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American people are very up-to-date in the and attention-getter. Good display is given 


a eee 


165—Comprehensive insurance 
500-550—Advertising and promo- 
tion 


A closer look at the advertising 
ind promotion schedule shows how 
they spread their coverage as no 
one of them could have afforded to 
individually 


*Saturday, July 7: Full page, 
Putnam Independent 
Sunday, July 8 Full page, 
Yorktown Herald 
Monday, July 9, first sale day: 
Double-page spread in Peeks 
kill Evening Star 
Sunday through Friday, July 
8-13: Six spot announcements 
daily over Station WLNA 
Peekskill 


In addition, the Peekskill [ve 
ning Star contributed publicity in 
the form of a captioned picture of 
the four sponsors, 

For their part, Ircland and Bro 
der are eagerly looking forward to 
the next such sale, and the one 
after that End 


way they live. They like modern homes, 
modern dress and modern cars. And they 
are attracted by stores and other places of 
business which have a modern atmosphere. 
Take this lumber and building supply 
dealer, The Jenkins-Essex Company, Ine.., 
Elizabethtown, Kentucky. Its modern, open- 


vision Pittsburgh Store Front is a real asset 


Much of the business done in the average 
5 and 10 cent store is impulse-selling. 
People are attracted by some merchandise 
displayed in a window and are drawn right 
inside, For this reason, an attractive, up-to- 
date front is especially important. Harvey’s 
Dime Stores, La Porte, Indiana, have plenty 
of room to display a variety of merchandise 


in their big show windows—glazed with 


alii a 
: a « Alt» 
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to all the merchandise with the big Pitts- 
burgh Polished Plate Glass Windows, Other 
Pittsburgh Products—Carrara® Structural 
Glass, Pittco® Store Front Metal and Hercu 
lite® Plate Glass Doors—complete this at- 
tractive, customer-appealing installation, 
Architect: Thomas J. Nolan & Sons, Louis- 


ville, Kentucky. 


Pittsburgh Polished Plate Glass set in Pittco 
Store Front Metal. Carrara Structural Glass 
and Tubelite®” Doorways are used to com- 
plete this eye-appealing open-vision store, Ar- 
chitect: Ken Fryar, Michigan City, Indiana, 

For more information on Pittsburgh 
Store Fronts, just send in the coupon below. 
We'll he glad to send youa free copy of our 
Store Front Booklet. 
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\ | Pittsburgh Plate Glass Compony 
: | Room 6361, 632 Fort Duquesne Bivd 
ms — ee = | Pittsburgh 22, Pa. 
RAR RO a | Without obligation on my part, 
| please send me a FREE copy of 
| your modernization booklet, “How 
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To Give Your Store The Look That 
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Sells,” 
Name 
2) PAINTS - GLASS + CHEMICALS - BRUSHES - PLASTICS - FIBER GLASS Address 
"T'S BEEN A STURDY OLD SET! YOU'RE THE ‘ie 
FIFTH MAN TO LEARN HIS TRADE ON IT GE bveverccvccvevecns OD 
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every step of the way... from our door to your customer's door 
.. there’s a new kind of SELLING EASE with ABC 


The most convincing, dramatic demonstration features in the industry 


DEMONSTRATE 4-1N-1 WASHING 


2 separate speeds, 2 adjustable time cycles—combine to 
eliminate all hand washing. A flick of the controls selects 
the right washing action for every fabric-—delicate syn- 
thetics, fragile sheers, small mid-week loads. And for true 
versatility, 3 wash water temperatures hot, warm and cold. 


YDEMONSTRATE SHAMPOO ACTION 


The dramatic feature that takes just 60 seconds to prove 
ABC-O-MATIC washes cleaner. Shampoo washing pre- 
washes clothes——gently shampoos them in rich, concen- 
trated suds the same way you hand-wash the cuffs of a 
shirt. Water-thrifty, gentle action. 
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« DEMONSTRATE CENTRA-FLEX WASHING 


Put the power of tried and proven Centra-flex washing 
to work for you. Show how ABC gently rubs, dips, flexes 
and squeezes clothes clean, coaxes stubborn soil from clothes. 
Exclusive Centra-flex action eliminates old-fashioned to- 
and-fro agitation that rips, tears and wears clothes. 


* DEMONSTRATE JET-AIRE DRYING 


Used exclusively on ABC Dryers. Dries every garment 
gently with maximum air, low, even-temperature heat. 
Gentler, safer for clothes. Drying temperature pre-set at 
factory. Show how easy it is to dry clothes without fumbling 
with extra dials and variable temperatures. 


NOVEMBER, 











1956—ELECTRICAL 


} 











MERCHANDISING 











POOLE ALLO LE LO OEE AIOE Te 


ra 


- 














the 
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CUSTOM MATCHMATES 
Model 82 Washer; Model BH Dryer 
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STANDARD MATCHMATES . 
Model 62 Washer; Model DH Dryer 


ABC has everything 


PRODUCTS —a full line of home laundry equipment to meet 
every housewife’s preference. 


PERFORMANCE — quality beyond compare—smooth, depend- 
able, economical, service-free, year after year. 


PRICES —from lowest price wringer to top-of-the-line auto- 


matics, ABC is priced to give you every competitive advantage. 


PROFITS — with famous ABC built-in quality you enjoy plus 
sales, and make more moncy. 


PROMOTIONS —premiums and merchandising aids that open 
doors to sales ... pull customers into your store. 
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" BUDGET SPECIALS 
Model 52 Washer; Model EH Dryer 


washers 
and dryers 


sell for you ! 
















Model XF 
DELUXE IRONER Model 42 
ABC SPINNER WASHER WRINGER WASHER 








SEE YOUR ABC DISTRIBUTOR 


ALTORFER BROS. COMPANY, PEORIA, ILL. 
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Conventional Washers 
(continued) 


It may fail to start two or three 
times out of ten, in which case you 
must also recommend a motor ex 
change (or have the customer's 
motor serviced) 

On the other hand, if you found 
when you tried to turn the motor 
coupling by hand that the transmis 

ion seemed to be jammed, isolate 
the seizure to one place or another 
in this manner: Disengage all 
clutches—such as agitator, pump, 
and wringer (or spinner)—and try 
again to revolve the shaft by hand. 
if when you disengage the agitator 
clutch, the worm shaft turns freely, 
you have isolated the seizure to the 
agitator shaft. If the agitator shaft is 
not jammed, lift off the wringer and 
try again to revolve the motor coup 
ling. If the wringer is jammed, 
removing it would free the jammed 
transmission of course. But if all 
these eliminating steps fail to 1 

lieve the seizure, you can be fairly 
certain that the trouble is in the 
transmission proper—and you can 
almost invariably pinpoint the fault 
without removing a single screw 
For example, if the worm shaft is 
frozen solid with absolutely no free 
movement in either direction, you 
may assume that the worm shaft 
has seized in its bearings. If there 
is very slight free movement, say 

less than a quarter turn, this would 
amount to the play between the 
teeth of the worm and the worm 
wheel and is almost conclusive evi 
dence that the worm wheel shaft 
(or its hub) is jammed. If the 
free movement amounts to about 
a half turn or a little more, this 
would indicate jamming beyond the 
rackbar’s (or sector's) engagement 
point, 

amming which can be tempor 
arily relieved by turning the worm 
shaft in a reverse direction but 
which occurs abruptly again as you 
continue to turn the shaft in either 
direction, may indicate a broken 
pitman or rackbar, for the broken 
end swinging free may strike the 
sides of the transmission case or 
another gear—particularly if the 
fracture is not too close to the 
worm wheel. 

If a machine makes no sound 
whatever when it is plugged in, 
you should first test the outlet from 
which it is served to make sure that 
power is being delivered to that 
point. If the outlet is all right, 
use your portable series tester to 


check the washer cord, controls, 
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ind so forth. But remember that 
cord failure is extremely rare in 
washing machines 


Slow Operation. If a customer 
says she can use her washer but 
complains that it runs slowly some 
of the time, this might indicate 
overloading. Uniform slow opera- 
tion throughout the washing period 
would point to a loose belt on a 
belt-<driven machine or loose set 
screws on a set-screw type motor 
coupling. Slow operation which is 
not apparent until the washer has 
been used for a while and which 
worsens toward the end of the 
washing period suggests binding in 
the mechanism—a fault often a 
companied by an odor of burning. 


Shocks. Whien you are called in 
to service a machine from which 
the user has received an electric 
shock, in many instances she will 
plug in the ailing washer before you 
can open your mouth and then tell 
you to put your hands on the thing 
and feel how it shocks. And as 
though this were a_ carefully 
planned diabolical scheme to get 
you tossed head over heels into the 
clothes basket behind you, there’s 
even a puddle of water on the 
basement floor for you to stand in 
while you do it. No matter how 
much she eggs you on, don’t touch 
the washer while it is connected 
Instead, disconnect the cord and 
if the washer has metal casters, in- 
sulate it from the floor (unless the 
floor is a good nonconductor) b 
rolling it onto a piece of dry food, 
board or the like, and then test 
the machine with your series tester. 

In about eight cases out of ten, 
however, your tester will reveal no 
grounds in the washer’s electrictal 
components, The reason for this 
is that many basements are ill-ven 
tilated and extremely damp which 
allows a small amount of moisture 
to permeate insulation and/or 
bridge narrow clearances of live 
parts thereby permitting minute 
current leaks to the chassis—and 
the necessary handling of much hot 
water with its resultant vapor and 
condensation intensifies this con 
dition, Often with such com- 
plaints, your customer will tell you 
that the trouble does not occur 
every washday. 

If your tester does disclose a 
round, though, you should exert 
every effort to determine whether 
or not the motor, controls, or wiring 
have been wet, for sometimes a leak 
from the center post or from the 
draining al ypurtenan cs will wet the 
motor ae if such is the case you 
must repair the leak when you re 
new the electrical parts 


Water Leaks. Leaks from the 
pump, the drain spouts, hoses, or 
center post gasket may be easily 
detected by looking under the wash 
er. But when you examine a 
“high” center post model whose 
user tells that it leaks after it has 
been running a while but not dur 


ing the first load, phrase a subtle 
question that will tell you whether 
or not she puts too much water in 
the tub. (Some women add hot 
water as they go along without 
draining off an equal quantity. ) 
Ask her to show you on the agita 
tor how high she allows the water 
to rise. In a majority of cases you 
will find that too much water i 
being used part of the time. Re 
member that the bearing at the top 
of a “high” center post in most 
makes should not be submerged 
You can also check for this sort 
of misuse by looking for soap 
stains on the uper part of the agita 
tor and its drive block, and by look 
ing for the same kind of stains in 
side the lower part of the cent 
post (if its lower end is exposed 
some are not 

Where water has leaked in any 
appreciable quantity down through 
the center post and along the agi 
tator shaft, you should ascertain 
whether or not any has entered th 
transmission, Although most make 
are equipped with a water shed on 
the agitator shaft where it enter 
the transmission to divert such leak 
age to the floor, continued over 
loading with water sometimes 1 
duces the effectiveness of thi: 
protective part. 


Oil Leaks. When oil oozes out 
of the breather hole, it is very likely 
that some water is in the trans 
mission, for water having entered 
the enclosure, falls to the bottom 
whereupon the oil rises to the top 
Oil leaks from seals and gaskets are 
no trouble to detect because you 
can easily trace the seepage to its 
origin, When you examine a rather 
new machine for oil leaks, do not 
overlook the possibility that the 
breather hole may not have been 
opened when the washer was de- 
livered, for oil leaks which occur 
only when the washer is running 
around unsealed or unpacked bear- 
ings above the oil level would sug- 
gest that the breather hole is closed 
allowing pressure to develop inside 
the transmission thereby forcing the 
oil out through the bearings. 

If oil seems to be coming from 
everywhere in general, consider the 
fact that oil cannot flow uphill 
and if it seems to be in places on 
top of the transmission to which 
it could not possibly leak, it is 
quite likely that before your arrival 
someone inverted the machine and 
has thereby spilled oil (from the 
breather hole) into every crevice in 
the chassis 

Keep always in mind that gasket 
leaks are extremely rare, for such 
joints when properly made retain 
their seal almost indefinitely. 


Noise. The ability to classify 
noises will enable you to locate 
trouble quickly with scarcely a false 
movement, Grinding, grating, and 
chopping noises are usually gear 
sounds and by matching the veloci 
ty of the noises to a specific me 
chanical element vou can frequently 
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isolate the trouble. For example, 
an oscillating gear noise you im- 
mediately associate with the rackbar 
(or sector) and the agitator pinion. 
A sustained high velocity squeal 
would indicate binding or lack of 
oil in a high speed member, such 
as the worm shaft, pump bearing, 
or motor. A high-speed chattering 
indicates loose set screws in a motor 
coupling (or pulley). A rattle may 
be nothing more than unequal dis- 
tribution of weight of a four-legged 
machine, for one leg may be slightly 
off the floor allowing one caster to 
rattle. An oscillating bleating noise 
(like that of an old rocking chair) 
usually indicates a binding agitator 
shaft. A slight knock with each os 
cillation of the agitator may be only 
a backlash knock and is of no con 
sequence whatever. To rule out 
backlash knock in a wringer-model 
machine, tighten the wringer pres 
sure and turn on the wringer; if this 
maneuver tends to dampen or elimi 
nate the noise you can be sure 
its nothing more than a backlash 
knock 

A regular thumping sound heard 
with each revolution of the wringer 
rolls usually indicates worn lower 
roll bearings. A pronounced chat 
tering heard only when the machine 
is first started is often a sign of 
worn motor bearings. A slight rat- 
tle in the worm shaft which is in 
tensified with cach agitator oscilla- 
tion suggests excessive end play in 
the worm shaft or the motor. 

Keep in mind that many noises 
can be localized to a degree by 
removing the wringer, or by turn- 
ing off the agitator clutch, disen- 
gaging the pump clutch, or, in spin- 
ner models, by lifting out the 
spinner basket. 


Excessive Vibration. This com- 
plaint may be — as peculiar 
to spin-dry models. If the spinner 
drive shaft, its bearings, and basket 
drive hub are all in good order and 
the basket does not vibrate when 
run empty, it is unlikely that any 
mechanical fault is causing vibra 
tion. Rather, the machine may not 
be level, or it may not be resting 
squarely on the floor, or if the 
trouble occurs only occasionally, it 
may be that the load is unbalanced. 
Unbalance often comes about with 
the last load of a washday when 
the user hasn’t quite enough clothes 
to fill the spinner basket, and when 
it is run with a partial load the 
clothes sometimes shift to one side 
of the basket. Such a condition 
merely necessitates stopping the 
spinner when the vibration begins 
and repacking the clothes tightly 
toward the bottom of the basket 
This need be done only once 
though not necessarily with every 
partial load 


Does Not Wash Clean. This 
trouble usually results from the 
user's failure to follow operating 
instructions. If the washer runs at 
normal speed loaded, you should 

Continued on page 88) 
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No one but US HITE offers al! 3 to dealers: 


1. Exclusive product features 
2. Protected exclusive franchise 
3.Longest profit margin of any 


Over 30 million women are reading about 
Wuire’s exclusive (and patented) Speed 
Control. This feature provides full power 
at even slow starting speeds . . . without 


stalling, running away, or pulling the 


handwheel to start 
Another exclusive feature: smooth, quiet 


Auto-Rorary sewing that makes vibrating 


or oscillating machines old-fashioned. 


WHITE sewing . 


WHITE 
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These are only two of 29 exclusive 
features found on every Wuire ... whether 
straight stitch or zig-zag automatic. No 


wonder dealers find Wutre easiest to sell! 


A protected, exclusive franchise assures 
And, 


when you handle Wurre, you enjoy the 


your security as a Wurre dealer. 


longest profit margin ol any. 


When can you talk with us? Maybe you 
can qualify as a Wurre dealer, We'll show 
you machines, franchise, and profit 
margins that can’t be matched. ASK US 
TO PROVE IT! 


1956 











Mail This Coupon 


To apply tor a tranchise: 


Warre Sewinc Macnine Corr. 
Section 603-1 
Cleveland 11, Ohio 


Name 
Store 
Address 


sity State 

























Sewing Machine Corporation 


Cleveland 11, Ohio 












PAGE 85 








You can split if right 
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...and still have more to sell 


MODERN 


FABRICS 








REGULAR 


ie 





Preas Maytag’s MODERN FABRICS button and the 
two-speed motor slows by | to treat delicate fab- 
rics gently. Saves wear, ironing, too! 


Press Maytag’s REGULAR FABRICS button for the 
regular speed and washing action that removes 
the most deeply imbedded dirt. 






NORMAL 
aia! 











Press Maytag’s SUDS RETURN button to return suds 
and hot water for re-use. Saves up to 26 boxes of 
detergent and 2500 gallons of hot water a year. 


Press Maytag’s NORMAL FILL button for fresh 
water fill. 


Sell the one Complete Automatic Washer 


MAY 'T 
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Push-button choice of all water temperatures! 
HOT or WARM for regular loads! 


coLp for heat-sensitive fabrics! 


... THE LONG-LIFE 
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New MAYTAG All-Fabric Automatic and matching No-Vent Dryer 


The Maytag Company, Newton, lowa. 
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Conventional Washers 
(continued) 


check for these abuses: Insufficient 
water and/or soap, overloading, too 
short a washing period, failure to 
change water and soap when neces 
ary, and neglecting to clean the 
inside of the agitator and the center 
post after each using 


Insufficient Damp-Drying. In a 
complaint of this sort with a spin 
dry machine whose basket runs at 
full speed loaded, it is possible that 
the user does not give the machine 
time enough to extract the desired 
zmount of water from the clothes 
In some models, the pump or its 
appurtenances may be partially 
pA. ed, with the result that some 
of the extracted water is backing up 
and rewetting the clothes 

In wringer models, the rolls usu 
ally wear away more near the cen 
ter than at their ends so that after 
some years of service, an elliptical 
opening can be seen between them 

especially with the pressure off 
You can check the rolls quickly for 
tihs kind of wear by putting the 
wringer between you and a source 
of light. Do not overlook the possi 
bility that the wringer roll bearings 
also may be worn which would of 
course diminish the pressure 


Tears Clothes. With a com 
plaint of tearing clothes, one’s first 
thought is to look for sharp places 
on the agitator, but seldom, i ever, 
ire such irregularities on an agita 
tor (unless it is broken). The most 
frequent cause of this trouble is an 
inaccurate vertical adjustment of 
the agitator or a worn lower bearing 
(on the center post and/or the 
ugitator) which would allow the 
agitator to wobble, An agitator that 
wobbles or one that is set too high 
permits clothes to wedge under it 
where they are subjected to a grind 
ing action, Other causes of tearing 
we: too long a washing period 
overloading, insufficient water, and 


attempting to wash clothes that are 


already worn out. 


Servicing the Motor and 
Transmission Assembly 


Often you will find it a con 
venience to invert the washer when 
you have to work on its underside 
When you do, follow these four 
precautions: (1) if you do not in 
tend to drain the oil, close the 
breather hole, (2) remove all loose 
parts, such as lid, wringer or _ 
ner basket, and agitator, (3) clear 
the work area and pad it with a 
quilt or something similar, and (4 
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have ready a few wooden blocks tc 
slip under the washer at the most 
suitable points of we * so that 
none of its weight will rest on the 
controls, switch, or the like 


Motor. Inasmuch as the motor i 
one of the washing machine's most 
costly vw Sacacmme | s, you must 
without exception satisty yourself 
before installing a replacement that 
you have Soaat aod eliminated the 
cause of the trouble. Elongated 
bearings or a faulty starting switch 
in a motor may come about from 
normal wear of course, but burn 
outs usually follow repeated over 
loading, binding, jamming, or wet 
ting the interior of the motor 

Moreover, you must see to it 
that a replacement motor revolve 
in the ight direction for the washer 
on which it is to be installed, for 
reverse rotation affects different ma 
chines in different ways, some will 


merely leak oil, but others ma 


Pump housing 






Impeller 


——/ \— 
ee 






te~— Outlet spouts -—-+> | 


handle is pulled toward the user 
to feed away from her.) 

Take time enough to align the 
motor precisely with its coupling 
devices, keeping in mind that a 
flexible motor coupling is intended 
to absorb only slight irregularities 
between shaft centers. 

When you are called upon to 
service a washer which shocks the 
user only occasionally as discussed 
earlier in this article, don’t replace 
the motor or any other electrical 
part unless you are convinced that 
one of them is faulty. If your test 
discloses no actual damage to the 
parts, you can protect your Cus- 
tomer against shocks by installing 
1 three-wire cord and an attach- 
ment plug with a grounding blade 
m the machine so that it will be 
grounded every time it is con 
nected. Obviously, the receptacle 
which serves the washer will have 
to be changed to a three-pole type 


t the same time and, if the elec- 


Pump housing 





impeller 





FIG. & Water Pump Direction of Rotation. This sketch shows the con 
tour of two pump housings with their impellers. Note that the contours 
of the housings are not concentric with their impellers. Rather, there 
is a gradual increase in the clearance between the impeller tips and 
the housing, beginning at A where it is very slight, and continuing to B, 


where it is greatest 
for each 


uffer considerable mechanical dam 
ig 

Motors obtain 
through the washer manufacturer 
or his servicing agent, will most 
likely be connected for the correct 
direction of rotation for the ma 
chine for which it was ordered, But 
if you have your motors serviced 
locally or by the motor manufactur 
er’s service shop, you must check 
the direction of rotation before you 
install the replacement 

If you do not have a service 
manual for a machine that is new to 
you and its motor would not run 
it all when you removed it, you 
can determine the correct direction 
of rotation by checking the pump 
(see Fig. 8). If the machine has 
no pump, lift off the wringer to sec 
if it has a “one-way’’ coupling; if 
it hasn’t this type of coupling, you 
may be able to detect a stress mark 
on the coupling. Failing all this 
ask the customer to show you which 
way she turns the wringer control 
handle to run the wringer in a 
certain direction. (Most often the 


which you 


The arrows show the correct direction of rotation 


trical code in your community does 
not forbid your changing wiring 
devices on existing wiring, you can 
‘asily do this small job yourself 
mut if you are not permitted to 
handle this sort of job, suggest 
that the customer employ an elec 
trician to change the receptacle 


l ransmission 
number of 


Adjustments. A 
adjustments can be 
nade from the outside on most 
transmissions. Here are some ex- 
imples:; too much slack between 
the teeth of the rackbar (or sector ) 
ind the agitator drive pinion can 
¢ corrected in several makes by an 
xterior adjustment; in addition to 
the rackbar adjustment, another 
make has a regulating device by 
which you can alter the depth of 
engagement between the worm and 
the worm wheel; in spinner models, 
you can adjust the spinner clutch; 
ind virtually every worm-drive ma- 
chine is equipped with an end-play 
adjustment for the worm shaft. Be 
fore attempting any adjustments on 
the transmission, however, make 
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sure there is sufficient oil on it. 

The right quantity of oil for a 
transmission will depend upon its 
make and model, but in nearly all 
the oil level is established by the 
position of a threaded plug in the 
side of the case. If oil does not 
run out when you remove the plug, 
merely add enough to bring it up 
to that point. 


Transmission Repairs. It $ 
without saying that you must ee 
thoroughly the interior of the trans- 
mission case and its cover before 
you renew any gears or other parts, 
for one stray chip can ruin an 
otherwise perfect job. And when 
you replace a gear, particularly, you 
should replace also its mate—as 
well as any attendant bearings 
which may be worn, for any loose- 
ness in the gear support will permit 
an engagement of varying depth 
is the machine runs, resulting in a 
grinding noise and an early recut 

rence of similar trouble. 

It is a good idea also to renew 
gaskets, oil seals, and so forth 
whenever you open a transmission, 
for while these parts if carefully 
handled may appear to be all right 
in some cases, it is poor economy 
not to renew them when you con 
sider the extra work which faces you 
if the machine develops an oil leak 
a short time later. 

Make sure, too, that every part 
moves freely individually and in 
conjunction with its related parts 
and that you provide initial lubrica 
tion for each before you close the 
assembly. If you find after com 
pressing the cover that a binding 
has developed, reopen the trans 
mission and make the necessary 
adjustments to ensure free move 
ment. 

A few makes must be charged 
with oil before installing the cover, 
others have a filler plug. In any 
case, make sure that you do put the 
oil in the transmission before you 
attempt to run it 


Servicing the Pump 


Jamming. Many persons will 
continue to use a washer without 
a drain-hole strainer long after it 
has been lost or broken rather than 
take the trouble to get a new one. 
Hence many pumps get unneces- 
sarily jammed with baby socks, 
buttons, handkerchiefs, pins, and 
pennies. Once in a while you will 
be able to remove such a foreign 
body after disconnecting the dis 
charge hose by pulling out the 
obstruction assed the outlet port 
with a wire hook or a pair of long- 
nose pliers. If the pump is jammed 
with a button, you may be able 
to turn the pump wheel by hand 
to dislodge or break the button 
so that you can flush it out by 
gravity through the hose spout. But 
almost invariably you will have to 
open the pump to remove a coin. 


Impeller, Shaft, Bearing, and 
Seal. You must exercise the sam 
(Continued on page 92 
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when you can offer her all this 
from the most complete line of 
dryers among leading makes 
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First...10’s your 
Motorola Holiday House 


Your town’s Christmas Gift Headquarters 


Build your biggest Christmas season ever around the most You get all this: 3 sections of continuous-roll Santa 
complete window display offered by any TV or appliance streamers . . .1 top-of-TV reversible Santa display. ..1 
manufacturer. Every part of Motorola's exclusive new large radio stand with big Santa header. ..4 TV and Phono 
Holiday House package is a beautiful Christmas decoration pedestals ...4-dimensional Santa gift displays... 6 gift 
that sells Motorola products for you. “wrap around” ribbons. 
PLUS Traffic-Building Premiums! PLUS National Advertising! PLUS Motorola Christmas Specials! 
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Gift Wrap Kit with 117 pieces of paper, Motorola’s product story on TV and Radio Red-hot deals on Motorola® TV... port- 
ribbon, stickers and tags-— worth $2.25. You will be in national magazines and in news- able TV . . . portable Hi-Fi phonos . . . port- 
offer it for only 89¢ and make a profit! paper supplements, all in full color! able radios . . . table clock radios. 
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Then...1t’s your 
Motorola Winter Carnival 


Your town’s January-February Value Center 





In 10 minutes flat, you change Holiday House into your Motorola Winter Value Easy 10-minute change-over 





Carnival. It’s a handsome, hard-selling display that’s perfect for the wheeling- ace 27, a 
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GOOD NEWS! 


Advertisers put much more in 








LIF Eafe 


... you now get more out of 


ADVERTISED IN 


Now you'll get even more results from regular use of the 


famous “Advertised-in-LIFE” symbol 


So far this year, appliance advertisers have almost 


doubled their investment for selling in LIFE, this on top 


of LIFE’s leadership in Household Equipment advertising 


for seven years. Major appliance advertisers now put more 


in LIFE than in the next five leading magazines combined! 


And, in the over-all appliance field, advertisers of house- 


hold equipment and supplies have also increased their 


advertising budgets for LIFE. 


Get your full share of sales by featuring the Advertised- 


in-LIFE” symbol often, 


These best-selling brands will be advertised in LIFE during 


November 5th 

American Gas Association— page color 

Bendix Div, of Avco—page, color 

Casco Products Corp,-—-page 

Electric Companies Advertising 
Program— page, coiot 

Emerson Radio & Phonegraph Cor; 
page 

Hotpoint Television — pays color 
facing page 

NBC Color Television Programming 
spread 

Norge Washers & Dryers—page 

RCA Tubes—Yy page 

RCA Victor Division—'y page 

Schick Shavers— page, color 


November 12th 

Bendix Washer-Dryer—-page, color 

Brother Sewing Machines—'/, page, c. 

Eureka Vacuum Cleaners page, ¢. 

General Electric Clock & Timer Dept, 

page, color 

General Electric Dishwasher & 
Disposal! spread, color 

General Electric Flashbulbs— page and 
Vy page 

General Electric Lamps-—page, color 

General Electric Product Service—page 

General Electric Skillets —page, color 

General Electric Television—page, ¢ 

General Electric Washer—page, colot 

Kennecott Copper Corp,—page, color 

Lewyt Vacuum Cleaners— page, color 

McGraw Toasters—page 

Motorola Hi Fidelity—Y page 

NBC Color Television Programming 
spread, color 

Norelco Shavers— page 

Norge Washers and Dryers— page 

Philco Television —page 

Proctor Electric Co.—'y page, color 

RCA Victor Records— page 

RCA-Whirlpool Laundry Equipment 
page, color 


Singer Vacuum Cleaners—'y page, c, 
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Telechron Timers page, color 
loro Mfg, Co,—page 

Universal Coffeemakers —'4 page 
Webcor, Inc. page, color 


November 19th 
5. W, Farber Co,—page 
General Electric Dishwashers 
2 pages, color 
Hotpoint Television page, color 
IBM Typewriters—page, color 
Motorola Television— page, color 
NBC Color Television Programming — 
spread, color 
Norge Washers & Dryers-—page 
NuTone, Inc,—'4 page, color 
RCA Victor Div,—page 
RCA Victor Television— page, color 
RCA-Whirlpool Dryers—page, color 
Remington Shavers— page, color 
Sunbeam Shavers— page, color 
V-M Corp.—'4 page 
Waring Products Corp.—page 
Westinghouse Lamps— page, color 


November 26th 

Black and Decker Power Tools—spread 

General Electric Clock & Timer Dept, 
page, color 

General Electric Radios— page, color 

General Slicing Machine Co, page 

Hotpoint Div, of General Electric 
page, color 

IBM Typewriters— page, color 

Motorola Hi Fidelity— Yq page 

Noma Lites spread, color 

RCA Victor Division—page 

RCA-Whirlpool Laundry Equipment 

page, color 

Schick Shavers—page, color 

Sunbeam Mixers— page, color 

Sunbeam Tools—'4 page 

Telechron Timers— page, color 

Thor Power Tools—page, color 

Webcor, Inc. page 

White Sewing Machines—page, color 
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care in fitting these parts as you 
would those of the transmission. 
Obviously, a seal will not hold 
long if the bearing and/or its shaft 
is worn, for any looseness here will 
impose undue wear on the seal and 
shorten its life 


Drive Wheels and Belt. Always 
check the rubber tire on the drive 
wheel, particularly, if the pump has 
been jammed, for some users per- 
sist in trying to force a jammed 
pump to run until the friction 
wheel tire is completely burned off. 
When you service a machine with a 
belt-driven pump, check the belt 
for similar damage 


Hoses. The suction hoses 
which are similar to automobile 
radiator hose connections—are 
clamped. to the spouts in some 
models with standard hose clamps 
In others, this connection may be 
made by merely sliding the hose 
onto the spout with nothing more 
to hold it then friction and possibly 
some type of sealer, like shellac 
I'he point to remember is that you 
should renew such friction-held 
hose connections when you have 
reason to separate them because 
the elasticity of the hose is severely 
impaired once this type of connec 
tion has been disturbed. Clamped 
hoses, however, either suction or 
discharge if in good condition may 
be reconnected without fear of 


leakage 


Strainer. Renew this part if it is 
faulty in any respect, and caution 
the user against operating the ma 
chine without one 


Servicing the Agitator and Center 
Post Assembly 


Stuck Agitator. If the user does- 
n't remove the agitator for cleaning 
after each washing, it may freeze 
to the drive block, especially if this 
sort of neglect is continued very 
long. The safest way to withdraw 
1 stuck agitator is with the help 
of a special puller or one impro- 
vised ion some similar tool. A 
number of manufacturers supply a 
puller for their own models and 
several fit-all types can be obtained 
from washing machine tool manu 
tacturers 

A point worth remembering, 
however, is that an agitator with 
a tapered drive hub will come off 
easily immediately after the bond 
which holds it has been broken 
Hence, if you can devise for this 
type some means whereby you can 
impart several sharp downward 
blows to the shaft—without dam 
aging it—as you pull up on the 
agitator, you may be able to free 
this kind very quickly without a 
special tool. For example, if the 
top of the agitator shaft has a 
threaded hole im it for an agitator 
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cap, you could run a steel set 
screw with a checknut on it all the 
= to the bottom of the hole, 
tighten the checknut, and then as 
you pull up on the agitator with one 
hand, with your hammer in the 
other, strike the set screw head. 

On the other hand, if the agita- 
tor drive hub has straight sides, you 
can easily see that the agitator may 
pull extremely hard for the full 
length of the drive block. In this 
type, therefore, if a puller is avail- 
able or can be improvised, the type 
with a jackscrew is by all means 
preferred. 

After pulling off a tight agitator, 
be sure to clean both the hub and 
the drive block so that the agitator 
can be readily removed by the user 
thereafter 


Agitator Adjustment. The 
method of raising or lowering an 
agitator varies with different mod 
els, but in almost every instance 
the point of adjustment is quite ap 
parent. For example, one manufac 
turer employs an adjustable bearing 
in the bottom of the agitator, an- 
other may use graded shims at the 
base of the center post, and still 
another uses an adjustable stop in 
the agitator drive hub. Usually, the 
most desirable adjustment is ob 
tained when the agitator runs as 
close as possible to the tub without 
scraping. For exact tolerances, 
though, consult your service manual 
for the make in hand 


Center Post, When customers 
persist in using too much water in 
a “high” center post washer, this 
abuse will in time destroy the lubri 
cating qualities of the self-oiling 
bearing at the top of the post re 
sulting in rapid wearing of the bear 
ing and the agitator shaft as well. 
In some cases, you may be able to 
use the old shaft with a new center 
post (or center post bearing, if 
renewable), but if the journal por 
tion of the shaft is wor ort 
roughened by rust, you should re- 
new it at the same time 

When you renew a “low” center 
post, shaft, bearing, or seal, be sure 
to follow the manufacturer's direc 
tions to the letter. Installation 
methods for these differ with var- 
ious makes, hence no general in 
structions would be of any value 
here 


Servicing the Dryer 


Basket E.nd-Play Adjustment. In 
the type of spinner basket, which 
has both top and bottom supports, 
the end-play adjustment must be 
preciscly made, for any up and 
down movement of the basket 
while running would cause violent 
vibration and later serious damage 
to the basket and related parts 

Continued on page 94) 
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Boy oh boy, our new color movie 
“A Washday Picnic” 


really helps you sell automatic washers! 





A Product of Procter & Gamble g 
, “—.a 
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“ae The home-laundry equipment you sell is the 
f 4) 4, star of “A Washday Picnic” (and Tide isn’t 


iw even mentioned once throughout the film). 
\ wt Produced by Tide in vivid color, this film is 
A 





= aie designed to stimulate interest in automatics 
; as well as to instruct audiences on correct 
home-laundry procedure. It’s interesting and 
good fun, as well as good “sell” for you! And it’s yours for 
the postage alone! 


The story centers on how the Parker family cleans house in a 
jiffy when the boss comes on an unexpected visit, bringing 
along his wife who’s a bug on cleanliness. Of course, that’s 
where the Parkers’ automatic washer earns its star billing! 
As Mrs. Parker uses her automatic she instructs her daughters 
on how to sort clothes . . . on how to set the automatic washer Modern Talking Picture Service, Inc. — 





for proper water temperature .. . on the length of washing 9 it Git Seat 
cycle and correct amount of detergent for every kind of 


New York 22, New York BR ta cinnscnsinaccncssinteiiamadnbtaeiaiaicthiabtecamita tating RCE is 
wash load. 
Make sure you include ‘‘A Washday Picnic’’ as part of your Please send me additional infor- ities Se ca ae 
next group promotion. Use the coupon at right to get addi- mation on “A Washday se il 
. . . a 15-minute 16mm-sound in 
tional details and arrange a booking of the film. adi antes ¢ anima Ge City ay 





may obtain the use of the film for 


the cost of the postage alone. State 





Poiila. 





Tide is packed by the makers of 25 automatics. 
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Here’s your chance to share in the big heating profits from 
home modernization and improvement. Now you can do it without 
installation problems and with a practically non-competitive product! 
Safti-Vent is a completely different automatic, thermostatically 
controlled heating unit. It costs little more than the best 
space heaters . . . and it does the same job as most 
recessed wall units, at far less cost. 


SAFER The combustion chamber is sealed for 
safety. Gas can’t leak into the room. Room air is 
always fresh. Air for combustion is drawn in 
from outside, Gases from combustion 
chamber are vented outside. 


EASIER TO INSTALL 
Safti-Vent does away with recessing, 
chimneys and expensive labor. Just cut an 
8” hole, attach the gas line and Safti-Vent 
is installed. It operates on any gas — 
natural, mixed, manufactured or propane. 
“<<< SMARTLY STYLED 
wre _ 8 Compact, modern Safti-Vent 
ad heaters will fit into the 
decor of any home, 











GAN RAFAEL, 
CALIFORNIA 
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Stuck Basket. Spinner baskets 
which are supported only at the 
bottom occasionally freeze to the 
drive shaft. Pullers are available 
from some of the washer manufac- 
turers and a fit-all type is supplied 
by washing machine tool manufac 
turers, but it is sometimes possible 
to withdraw a tight basket—if it 
hasn’t been stuck too long—by 
pouring boiling water onto the hub 
md then trying to lift it out. 


Servicing the Wringer 


Reversing Mechanism. If a 
wringer will run in only one di 
rection it is quite obvious that 
trouble has developed in the revers- 
ing gear box. Almost invariably 
when these gears and/or the clutch 
are damaged (particularly their 
nubs in distinction to their teeth), 
you will find that the control cam 
or some other part of the shifting 
mechanism is the actual cause of 
the failure. It should be quite clear 
that any wobble or looseness in the 
cam or its related parts would 
under load allow the clutch to 
work away from the gear with 
which it is engaged. As this condi- 
tion grows worse, the depth of en- 
gagement between the clutch and 
the gear gradually diminishes until 
eventually the nubs on the clutch 
will slip over those on the gear. 
Therefore, whenever you renew the 
clutch and/or the clutch gears, be 
sure to renew the shifting cam and 
any other necessary parts in the 
shifting mechanism to ensure full 
engagement between the clutch and 
the reversing gears. 

A rather common cause of failure 
when the wringer will not run in 
either direction is a “chewed out” 
or broken lower roll coupling. Most 
often this part is damaged by mis- 
alignment between the lower roll 
and the horizontal drive shaft. 
Hence, be sure to align these parts 
when you renew the coupling. In 
some instances, you may even have 
to renew the lower roll because its 
shaft is severely damaged although 
the rest of the roll may be intact. 


Wringer Locking Device. Your 
responsibility to see to it that this 
= operates satisfactorily cannot 

overemphasized. In most makes 
the index pin or pawl which locks 
the wringer to the column is spring 
loaded so that even if the wringer 
is started when situated between 
locking positions it will latch auto- 
matically before it can move far, for 
the pin or pawl will be shot into 
the next slot in the detent. But if 
you fail to free a locking pawl 
which is so bound that its spring 
cannot actuate it, by your negli- 
gence you subject the user to a 
serious accident hazard, for an un- 
locked, loaded wringer will swing 
around on its column at a speed 
equal to that of its vertical drive 
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shaft and needless to say will inflict 
grave injury to anyone who hap- 
pens to be in its path. You must, 
therefore, whenever you service a 
washer for any reason, check the 
wringer locking device and adjust 
and oil it if necessary. 


Wringer Rolls, Bearings, and 
Tension Mechanism. In renewing 
wringer rolls, it is advisable to re- 
new the bearings at the same time. 
This is not a difficult job, and 
hence warrants little discussion, 
but you should be rather careful 
about the alignment of the lower 
roll and the depth of its engage 
ment with the drive coupling. If it 
appears that the roll shaft could 
work away from the coupling, you 
must make the necessary end-thrust 
adjustment to ensure it will not. 

Make sure that the safety release 
works smoothly and that the ten- 
sion adjusting screw can be turned 
easily by hand. 

And do not overlook the drain- 
board actuator, if the oo is - 
equipped. Test it repeatedly to 
pare. that it flips he dultbort 
every time. 


Prove the Work 


You do not necessarily need to 
take time to fill a meee Pes with 
water every time you finish a job 
unless, of course, you have repaired 
leaks or disturbed some part of the 
washer where a leak might have 
developed in the course of the work. 
But always run the washer a reason 
able length of time, at least long 
enough to test all of its functions 
Also, simulate a load test on the 
washer by attempting to hold th 
agitator—almost to the point of 
stalling the motor. When you do 
this, though, line your hands with 
several layers of rags and be sure 
that you grasp the agitator wher« 
no protrusions could injure your 
hands. Load test the wringer by 


running a turkish towel through it 
repeatedly, first from one side and 
then from the other. 

In short, don’t take anything for 
granted, but prove to yourself that 
every job is as nearly perfect as you 
End 


can make it. 
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American Blower Model G Ventura Fan 


1957 Floor Polishers 





CONTINUED FROM PAGE 60 ——— 


polisher models gives complete de- = 
tails on all 1956 models. 


Wax Facts 


[he dealer who sells floor pol — 
ishers usually sells wax to accom- 
pany the machine, or has a basic 
knowledge of the different types of c- 
wax used on floors. Generally speak 
ing there are two kinds of wax com- 
monly used on floors today: (1) 
I'he solvent type polishing wax— 
It comes in paste or liquid form. < 
This polishing type wax is espe 
cially good for wood floors. [t fills 
the pores, cleans as it waxes, and <= 
keeps the wood in good condition. 
(It should never be used on asphalt 
or rubber tile, because the solvent 
damages both these materials). Bet 
ter-known brands include Johnson's = 
Beautiflor; Preen, Bruce Cleaning 
wax, Antiqwax, Butcher's Boston 
Polishing Wax; Jackson’s Patina; 
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“It takes more brains to repair a 
television set than to take out an 
appendix—and it’s a lot cleaner 
job...” Edward A. Stanley, Presi 


job 2” Edward A Suoley, eS #R@Qmiine inlet gives higher efficiency, 
ae quieter operation 


Peer; Simoniz. Shetland and Floor 
ola, two polisher manufacturers, 


This is only one of many engineering and design IT PAYS TO STANDARDIZE ON 
also have their own brand of wax. ‘ Te ‘ : 
(2) Water-base, self-polishing lic features which make American Blower Ventura THE AMERICAN BLOWER LINE! 
uid wax. This type is espec ialh Fans a popular choice for all types of commercial 


sthellin ‘ter wibleer onl tethel e Ventura Fans for efficient commercial and indus 
s : > ~ : as ¢ . J : we 
trial ventilation; propeller type; 10 to 72 inches. 
floors. It is also used extensively on elicit Thy ‘ ‘ ‘Codd 
d aundries to sales rooms and warehouses. ‘e “al ri rs, 
linoleums, and can be used on wood ertined ratings 


and other floor surfaces. It gives a Ventura Fans operate quietly as they whisk @ Utility Sets for general supply or exhaust duty, Rat 
bright, high shine, but does not 


ote’ that “Saletan ene ad te ings certified; self-contained. Sirocco wheels, 3 to 36 
ave ? Ce < ; ) “ ° . . . ‘ 
polishing ato " henticieeun come in a wide range of sizes and models. Fact inches. 
brands in this classification include is: American Blower has a complete line of pro : : 
“ie adie Ch C “ OC 1a a @ Aeropel Home Ventilators for use in kitchens, 
»hnson’s Glo-Coat; Yedar Plas 
ticized: St d Simoniz Non-Scuff bathrooms, recreation and laundry rooms, Attractive 
sized; Stride; Simoniz Non-Scuff; . ; ; 
: home ventilators ...a good reason why it pays design; quiet; easy to install, 
Beacon Quick-Gloss; Bruce Asphalt lardi \ ” BI , pa) em 4 ; 
‘le lane on leshalle to standardize on American Blower. 
Lins — eo: $ hy — @ Attic Fans for comfort cooling at low cost in homes, 
ix; Dupont Safety Floor ax 


: : apartments, hotels. Ratings certified; vertical or hori 
and Acrowax No-Rubbing Wax. a ° 
End information. zontal models, 


AMERICAN 


Division of Amemcan - Standard 
AMERICAN BLOWER CORPORATION, DETROIT 32, MICHIGAN *« CANADIAN SIROCCO COMPANY, LTD., WINDSOR, ONTARIO 
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and industrial applications—trom cafeterias and 


away stale air or fumes; have certified ratings; 


peller fans—as well as blowers, attic fans, and 


Why not call our nearest branch today for full 














THREE DOLLARS FOR THIS 
LITTLE TUBE? 


Model K Ventura Fans Utility Sets Home Ventilators Attic Fans 
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As an electrical contractor, and a full-time appliance dealer, Joseph Winstel, 
second from right, talks business with his team of Graybar Salesamen. 
Photographed during a typical meeting where products, prices and Mr. Winstel, and J. C. 


“The Graybar team has 
worked with me for 19 years” 


says: JOSEPH H. WINSTEL, Owner 


Electrical Construction, Repairs & Appliance Co., 





Salem, New Jersey 


“T opened shop as an electrical contractor back 
in ‘37. Graybar was the first supplier I did 
business with, and we've worked together ever 
aince, 

“In 1946 I decided to expand my business and 
branched into appliances. Here, again, Graybar 
gave me the closest kind of cooperation. From 
the start, Graybar Salesmen were always on 
hand to advise me about product lines, promo- 
tions, displays and the like. This is the kind of 
information and assistance that goes a long way 
in building a healthy trade. 





Your Customers WANT the popular appliances... 


GRAYBAR ELECTRIC CO., INC. 


Executive Offices 
Graybar Building, 420 Lexington, Ave., New York 17, N. Y. 
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promotions are usually discussed are, (left to right), J. M. O’Neill, 
Graybar Supply Salesman, W. P. Dungan, Graybar Housewares Salesman, 
Sherwin, Graybar Appliance Sales Manager. 


“At this writing, the coming year promises to 
be a big one. There’s little doubt that Graybar 
and | will be doing a considerable business to- 
gether. Naturally, | appreciate the frank advice 
and friendly service, but more important, I find 
that Graybar is a top source of brand-name ap- 
pliances. These are the products my customers 
know and want. Handling well-advertised items 
simplifies my selling job, and keeps customers 
happy. And in my business, a satisfied customer 
is a mighty big asset.” 





Jack O'Neill, Graybar Supply 
Salesman makes regular calls and 
works closely with Joe Winstel on 
fitting the material to the need. 
Here, Jack helps check inventory 
in the extensive Supply Depart- 
ment. Mr. Winstel is ranked 
among the top electrical contrac- 
tors in southern New Jersey. He 
keeps five trucks on the road and 
has ten employees. 


W.P.“Pat’” Dungan and Joe Winstel talk shop in front 
of a gleaming display of appliances. Mr. Winstel’s 
sales of electric housewares has increased appreci- 
ably in the past few years, helped, in part, by displays 
of nationally advertised items and hard selling promo- 
tions. Like the appliances, the famous Moe lighting 
fixtures at left are also available from Graybar. 
643-61) 


IN OVER 130 
PRINCIPAL CITIES 
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month after month... 


1512 million’ men and women“live by the book” 


...and the book is Better Homes and Gardens 


ee: 
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‘The book’’ works overtime, too: 9,400,000 BH&G 
readers recently referred to one or more back issues from 
4 to 12 months old. Almost 4 million looked at back issue 
ads or articles on home furnishings; more than 2 million 
at ads on homemaking practices or management 

15,500,000 people read an average issue of BH&G. One 
third of the 123,800,000 people in the U.S. 10 years of 
age or older read one or more of every twelve issues 
That's 44,150,000 readers of Better Homes and Gardens 
—and over 40% of them are men! Meredith Publishing 
Company, Des Moines 3, lowa 
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during the year... 


of America 


reads Better Homes & Gardens ! 
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*A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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PENN oven control always delivers - 
the temperature the recipe requires! 


Ask any housewife. She'll tell you that accurate 
oven temperatures Can mean the difference be- 
tween success and failure in baking cakes, pies 
and other oven foods, And, that's why the Penn 


thermostat belongs in your range sales story. 


The Penn oven thermostat responds faster 
to dial settings, with minimum over-run and 
under-run of the desired temperature. Most 
important, this Penn gas thermostat always 


holds the oven heat true to the dial setting. 


To your prospect, this means oven tempera- 
tures will be exactly as required by the recipe— 
every time. To you, it means a powerful 
“clincher” to your sales story. If the gas ranges 
you sell aren't equipped with Penn oven ther- 
mostats, ask the range manufacturer—he can 
get them for you. And, remember, Penn oven 
thermostats cost no more! 


PENN CONTROLS, INC. costen, indiana 


AUTOMATIC CONTROLS FOR HEATING, REFRIGERATION, AIR CONDITIONING, GAS APPLIANCES 


NOVEMBER, 











PUMPS, AIR COMPRESSORS, ENGINES 
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REMINGTON Electric Shaver 


Remington Rand Div., 
Sperry Rand Corp., 
Bridgeport, 2, Conn. 


Device: Remington “Rollectric’”’ 


shaver 

Selling Features: Roller combs on 
new shaver makes it possible to 
depress skin surrounding whiskers 
so that hairs are clipped below or 
dinary shaving level; roller combs 
also add to comfort of operation 
as 6 diamond honed cutters per- 
form over 24,000,000 cutting 
strokes per min; 110 volt a.c.-d.c. 
rotary motor. 

Price: $31.50. 





GENERAL ELECTRIC Ranges 


General Electric Co., 

Appliance Park, 

Lovisville, 1, Ky. 

Models: G-E 1957 line of ranges 
include 40-in. models Stratoliner 
and Liberator, Spacemaker 30-in. 
range and a 2-oven Mainliner in 
medium price class 

Selling Features: Deluxe models 
feature removable doors for easy 
oven Cleaning; a slightly raised, “no 
drip” edge around range top, wider 
ovens for bigger capacity; a meat 
thermometer-alarm which sounds a 
buzzer when meat is done; flat 
sides and front and sharper corners 
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APPLIANCE NEWS 


NEW PRODUCTS 


Rt A ANN 


for “built-in” look, fit tight against 
adjoining base cabinets and counter 
tops; piano-key pushbutton con 
trols for turning cooking units on 
and off; keys are set close together 
so food can’t get down between 
them. 23-in. wide oven; new auto- 
matic surface cooking unit provides 
automatic cooking for large or small 
pans at any desired temperature. 
Oven-minute timer turns oven on 
aud off automatically; 30-in. models 
have all features of 40-in. models; 
all models, deluxe, moderate-priced 
and budget models come in white 
ind a choice of ‘Mix-of-Match”’ 


colors. 





MAYTAG Laundry Line 


The Maytag Co., 

Newton, lowa 

Model: “Highlander” No. 123 au 
tomatic washer with matching dryer 
in gas and electric models has 
been added to line. 

Selling Features: Helical drive prin 
ciple; simplified drive mechanism 
reducing number of moving parts; 
wna motor used in combina 
tion with helical drive provides 
simple, trouble-free system for con 
verting power into washing actions; 
fully automatic with flexible con 
trols the Highlander can _ be 
stopped, restarted or changed at 
any time during wash cycle. 
“Swirlaway” draining action—drains 
through bottom of stationary outer 
tub—during draining the inner tub 
or wash basket spins, providing 
bottom draining for removal of 
all heavy soil and sediment while 
spinning action of inner tub pre 


vents dirty water and detergent 
scum from straining through 
clothes. 


Gyrafoam wash action, plus other 
safety features which include a lid 
shut-off switch—when washer’s lid 
is raised to fully open position all 
action is shut off automatically. 
Full width, raised back panel sty! 


1956 





ing with coppertone color accent, 
rust-proof hot zinc-coated steel cab- 
inet and built-in toe board. 
Variable water level selections 
permits saving up to 8 gal. hot 
water on partial fill by pre-selecting 
amount of wash water used; suds 
saver is optional. 
Price: $269.95, 





G-E Room Air Conditioners 


General Electric Co., 

Lovisville, 2, Ky. 

Models: G-E. 1957 Thinline room 
air conditioner line includes All 
Weather, Custom and Deluxe lines 
Selling Features: Deluxe ‘Thinline 
models include a 4 h.p.; a new 3 
74 amp. model, a standard } h.p., 
a new | h.p., 115 volt, and a stand 
ard | h.p., 230 volt model as well 
asa 14 h.p., 230 volts, 

Custom Thinline models include 
i and l-h.p. units, all featuring 
simplified linear controls and 3 
rotatable air directors; operational 
features include high cooling 
capacity, reduced noise levels; high 
dehumidification, ventilation and 
recire ulation Capac ities: an auto 
matic accessory timer, available 
optionally, provides 7-day pro 
gramming of operation. 

Redesigned All-Weather condi 
tioner heats as well as cools—cools 
and dehumidifies in hot weather, 
heats on cooler days; when thermo- 
stat is set at desired position the 
unit automatically switches from 
cooling to a reverse-cycle “heat 
pump” position to maintain s 
lected temperature regardless of 
outside weather conditions—when 
outside temperatures fall below 42 
degs. F., the “heat pump” auto 
matically switches off and an 
electric resistance heating element 
begins operation providing supple 
mental heating, 

All models are available in 
color; an electronic filter is optional 
attachment for Custom Thinline 
models, 





WESTINGHOUSE Refrigerators 


Westinghouse Electric Mfg. Co., 
Columbus, O. 


Models: Westinghouse 1957 line 
of refrigerators and combination 
refrigerator-freezers includes 9 tree 
standing and 2 built-in models. 
Selling Features: Three models 
have the new cold-in-motion sys 
tem and three with the ‘frost free”’ 
automatic defrost method. Four 
models are available in 4 confec 
tion colors; 2 with choose-and 
change color panels as well as com 
plete color. 

“Cold-in-motion” principle main 
tains uniformly cool temperatures 
constantly in all areas of refrigera 
tor with power to restore normal 
refrigeration temperatures up to 4 
times faster than traditional meth 
ods after door has been opened 
A fan at rear of cabinet draws air 
over refrigerated’ plate, through a 
duct and diffuses it evenly through 
out fresh food storage area 

New Glacier Blue interior color 
with chrome and gold trim 

Two models have full squared 
cabinets designed in 3-in. modules 

one is a 16 cu, ft. combination 
refrigerator and freezer. Vresh food 
compartment at top has separate 
door, holds 10.5 cu. ft. Freezer 
compartment at bottom holds 5,5 
cu, ft. or 183 Ibs 

Custom-Imperial model, DCK16 
has new magnetic door latch 


“Cold-in-motion” system is used 
in all “stoop-saver” models where 
freezer is at bottom; automatic de 
frosing refrigerators with freezer 


at top employ frost-free system. 

Other features include glide out 
shelves, tilt down door crispers, 
dairy pantry for storing and con 
ditioning eggs, butter, cheese, ice 
slice as well as ice cube trays, ad 
justable shelves and porcelain meat 
keepers. 
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General Electric Co., 

Appliance Park, 

Louisville, 1, Ky. 

Models: G-E 1957 automatic dish 
washer line includes 3 models 
Princess 24-in. undercounter model: 
I;mpress 30-in. undercounter model 
and Mobile Maid portable de 
scribed in this section in October 
p. 135). 

Selling Features: Eliminates need 
for hand rinsing or scraping dishes 
with new “Flushaway” Drain 

stainless steel impeller hurls water 
at ultra-high velocity that knocks 
heavy food soil off plates, silver etc 
ind carries it to Flush-away drain 
which liquefies food particles; cal 
rod heater helps maintain hotwater 
temperature. 

Empress 30-in. model features 
power opening and closing, and a 
mechanism that automatically in 
jects a wetting agent into final rinse 
to insure spotless drying in hard 
water areas. 

All models have deeper tubs 
with greater capacity, tub design 
permits faster run-off of rinse and 
wash water; interiors are covered 
with pink, chip-resistant vinyl ma 
terial; 5 Mix-or-Match color com 
binations available; front panels also 
are available in natural woed or 
brushed chrome or antique copper. 


ELECTROMODE Heater 


Electromode Div., 
Commercial Controls Corp., 
Rochester, 3, N. Y. 


Device: Portable radiant heater 


Selling Features: Has same ‘T'ri-Corc 
element as wall model—heat is 
radiated directly into room from 2 
forward sides of the Tri-Core; pol 
ished reflector designed to circulate 
heat radiated from third side gives 
even warm air circulation. Light 
weight, easy to carry from room to 
room, up and downstairs; comes in 
capacities for big and small rooms; 
automatically by built-in thermo 
stat; Tutone driftwood finish. 
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WESTINGHOUSE Freezers 


Westinghouse Electric Corp., 

Columbus, O. 

Models: Westinghouse has added 
4 chest-type and a 9 cu. ft. upright 
to its 8-model 1957 home freezer 
Lanne 

Selling Features: Chest models in 
clude a 20 cu. ft; two 15 cu. ft. 
and a 10 cu, ft. unit. 

UK-20, the top upright model 
has 20 cu. ft. capacity, takes up 
36 in. floor space; uses a 4 h.p 
compressor and has freezing coils 
on all 4 sides; 4 storage compart 
ments and 5 door shelves. 

UK-14, 14 cu. ft. upright, fea- 
tures a freeze-store basket on bot 
tom that rolls out on nylon rollers; 
+ door shelves; a juice can dispenser 
and an ice cream keeper in door; 
all interior shelves are refrigerated. 

Ihe 12 ft. 414 Ib. upright fits 
in 32 in. floor space; porcelain food 
liner; 4 refrigerated plates give top 
and bottom freezing surfaces for 
top 3 compartments; 72 Ib. basket 
fills bottom compartment. 

The 9-ft., 311 Ib. upright is sim 
ilar in design to the 12 ft. model 
with 3 wire shelves on door for 
package and juice can storage. 

Chest models feature freezing 
coils in direct contact with 4 sides 
plus bottom; counter-balanced lids 
lift with light touch; cabinets are 
34 in. high; 2 models feature en 
ameled food liner and 2 feature 
porcelain liners; all have wire bas 
ket for “‘lift-out’” convenience and 
a fast-freeze compartment. 


AIR-WAY Cleaner 


Special Products Div., 

Air-Way industries, Inc., 

2101 Auburn Ave., 

Toledo, 1, Ohic 

Device: “Kleen-More”’ canister-type 
cleaner No. 90. 

Selling Features: Full powered, unit 


1956 
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with tri-wheel full-swiveling mobil 
ity; quiet, louvered exhaust system; 
horizontally diffuses triple-filtered 
air above floor level; handy clips 
store most-used tools on unit: floor 
brush, upholstery nozzle, dusting 
brush and crevice tool; push-button 
dirt removal—filter-paper dirt bag 
easily replaced; standard equipment 
includes 7 ft. vinyl hose with suc 
tion regulator, 2 anodized alumi 
num extension wands, polished alu 
minum floating brush rug nozzle, 
dusting brush, swivel floor brush 
upholstery nozzle and crevice tool 
twin-turbine fan motor has § h.p 
input rating; unit weighs 17} Ibs 


Price: $69.95 
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FEDDERS Air Conditioners 


Fedders Quigan Corp., 

58-01 Grand Ave., 

Maspeth, N. Y. 

Device: Fedders 1957 air condi 
tioner line includes a 1 h.p, 115 
volt model, Adaptomatic central air 
conditioner; 2 reverse cycle units 
and 3 74 amp } h.p. Supremes. 
Selling Features: The 115-volt | 
h.p. multi-room unit creates cool 
ing comparable to standard 1 h.p., 
208/230 volt unit at low voltage 
for use in older dwellings without 
208/230 wiring; this unit is avail 
able in Fedders Thin-lo “B” cab 
inet, also with conventional “C” 
cabinet. 

Adaptomatic multi-room central 
air conditioner unit available in 2 
h.p. size with 1200 sq. ft. cooling 
capacity is designed 4 new and 
old homes; compact, all-in-one unit 
can be installed in attic, crawl 
space, garage, closet etc—adaptable 
for connecting to warm air heat 
ing systems. Operates on air-to-air 
cooling principle; requires no water 
lines, cooling towers or circulating 
pumps; single compressor; other 
features include pressurized con- 
denser air which comprises dual 
centrifugal blower wheels to draw 
outside air to any desired location; 
can be installed at center of house 
floor plan; spring mounted for quiet 
operation; Super F cooling system 
consists of heavy duty 4-row evap 
orator and condenser coils 

Reverse cycle units Customati 
and Supreme Customatic in 1-h.p. 
size, heat as well as cool; new “au 
tomatic defrost cycle” built into 
unit prevents icing up; manually 
adjustable thermostat is set for de 
sired room temperature—summer 
and winter—and the Customatic au 
tomatically maintains same level of 
comfort in room, 


‘Two 74 amp. 2 h.p, Supremes 
Series “A” Thin-lo cabinet is 16 
in. high, 27 in. wide and 16 in. 
deep Series “B” cabinet is slightly 
larger~—16x27x19 in; these models 
slight more current than a refrig- 
erator; “Uni-mount” compressor 
provides high pumping rate at low 
current output, 

Vhin and low design is a feature 
of 1957 line. 


NORELCO Ladies Razor 


North American Philips Co., Inc., 
100 E, 42nd &., 

New York, 17, N.Y 
Device: Nor Ico 


shaver 


Debutante ladies 


Selling Meatures: Single rotary shay 
ing head retains all Norelco fea 
tures—sclf-lubricating a.c.-<.c. brush 
type motor, self sharpening rotary 
cutters, casy cleaning, free from 
noise and vibration; aqua 
matching cord, rounded to fit palm, 
resembles perfume atomier; all 
round shaving head removes hair 
quickly even in difficult spots. 
Price: $17.50; other models in line 
include Lady Norelco, $24.95; 
men’s Double-Header, $24.95 and 
Sportsman battery operated model, 
$29.95. 


case, 


BRIEFS 


Lyons Metal Products Co,, Au 
rora, Ill, announces a new mirror 
storage cabinet which combines 6 
storage shelves behind a full length 
mirror that is easily hung on wall or 
door, mirror is 4 plate glass set in 
rubber; overall dimensions: 66} 
in. high, 203 in. wide and 4 in 
deep; finished in white bonderized 

A mounting arrangement for 
ceiling type Norky attic fans that 
makes them easier to install is 
announced by Norky Mfg. Co., 
Covington, Ky. No anchoring to 
attic floor; compression type spring 
mounting makes them quieter. 
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CARRIER Air Conditioners 


Carrier Corp., 

Syracuse, 1, N.Y 

Models: 4 new lines of room ait 
conditioners including 3 separate 
groups for window installation and 
a console Weathermaker compris 
Carrier's 1957 line 

Selling Features; Window model 
include the Starline in 7, | and 
14 hip. sizes; deluxe Crestline in 
and Super Crestline fea 
turing a new 3 and | h.p. cooling 
Other features in window 
models include high-style ‘ flush” 
grille extending less than 2 in, into 


Lil 174 


design 


room with reversible design to regu 
late airflow; adjustment of lateral 
deflection on Crestline and Super 
Crestline models; new “finger flip” 
clear plastic paddlewheel-type con 
trols that project less than 4 in 
above upper surface and may be set 
for cooling operation or fan only 
new automatic control 
“power cooling’’ that provides mod 
ulated control of temperature and 
better regulation of humidity on 
Crestline and Super Crestline; new 
automatic 
and pumping out of exhaust au 
damper setting is mac Super 
Crestline } h.p. 74 amp. models 
can be cotmected to ordinary hous 
hold circuits in most cases with 
other devices—no special plug or 
outlet is required 

The 1 h.p., 115 volt model can 
be employed on standard circuit 
long as it is used for cool 
ing only; draws a maximum of 12 
amps 

Draftless air circulation is in 
sured by reversible grille on all 
models—turned one way the grill 
directs the cooled air toward the 


device 


controls for ventilation 


also a 


ceiling as it passes over the 45 deg 
angle vanes; reversed, the air leaves 
the conditioner at a 15 deg. angle 





New controlling device operates 
through a 2-step thermostat which 
“shifts gears electrically, reducing 
fan speed when room temperatures 
reach desired level. This increases 
dehumidifying action, lowers hu 
midity, helps maintain constant 
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temperature and prevent frequent 
“on-off” cycling 

Console Weathermaker can be 
built into wall, suspended from 
window sill extending only 6 in 
upward into glass area; designed 
for easy inclusion of heating coil 
replacing a radiator, and connected 
to same steam or hot water piping 
units can be installed one room at 
a time without affecting rest of 
heating 
conversion Unit 


system, permitting gradual 
measure 124 
in. from front to back; half this 
depth can be recessed into wall 
or built-in installations; outside air 
duct require in Opening through 
wall or window only 54 in. high 
24% in. long Switch, thermostat 
md air damper controls are lo 


cated on unit top 


é-spec d_ fan 


manually controlled 





WESTINGHOUSE Range Line 


Westinghouse Electric Corp., 
Appliance Division, 
Mansfield, O 
Models: 9 new models in Westing 
house 1957 range line 
Selling Features: New features in 
clude a grill, a roast meat indicator, 
a rotisserie, mereased wattage on 
plug out Corox surface units and 
the Electronic eye automatic su 
face unit Wattages on its 8-in 
surface units have been increased 
to 2600 and to 1600 on the 6-in. 
units, 
Grill, standard equipment on top 
model AK, and as an accessory on 
5 others, is 20x114 aluminum with 
heatproof legs and plugs into grill 
receptacle on backsplasher. Ther 
mostat gives heat distribution all 
over grill, which may be immersed 
up to thermostat box; quick refer 
ence guide shows food temperature 
requirements 

Aoast indicator available 
on 2 ranges operates through a 
thermistor which records tempera 


meat 


ture of meat on dial on back 
splasher. Dial has 2 pointers one 
which is preset to desired cooking 


temperature, the other indicates 
temperature of roast. 

Miracle Sealed ovens; rotisserie 
available as accessory on all mod 
els, attaches to oven rack and op 
erates on normal household elec 
tricity; automatically bastes as it 
slowly rotates 


Thermistor is also used in West 
inghouse Electronic eye automatic 
surface cooking unit—controlling 
the amount of heat applied to bot- 
tom of pan in which food is 
cooked. Built into top model; 2 
other ranges feature another 
method of automatic surface con- 
trol—the Bryant Shur Temp Con 
trol, which regulates cooking heat 
through principle of metals ex- 
panding and contracting. 

Range line comprises 3 40-in 
models AK, CK, and DK; two 36 
in. &K and HK; and three 30-in. 
models SK, FK, and NK. A 17-in. 
built-in oven with companion sur- 
face units—a pair of 2-unit plat 
forms with remote control panels is 
also included All models have 
rotary dial controls, each dial with 

heat setting + ranges have 
Color Glance controls; all models 
have wrap-around construction; 
titanium-porcelain surface; 
models are 


several 
iailable in Confection 
of Mint aqua, lemon yellow, 
nougat grey, and pink $10 extra. 
Prices: From $549.95 for top 
model to $229.95 for NK 20-in 
range 


color 





JOHNSON Polisher-Scrubber 


S. C. Johnson & Sons, Inc., 

Racine, Wis. 

Model: Johnson single brush pol 
isher-scrubber No, HP-57. 

Selling Features: New model fin 
ished in sunlight gold with ivory 
trim; weighs 114 lbs; motor hous 
ing height from floor to top is 74 
in. and 8} in. wide; balanced for 
easy handling; specially-designed 
scrub brush prevents splashing wa 
ter on baseboards, furniture etc 
and permits scrubbing and polish 
ing right up to baseboards; can be 
used on hard-surfaces including 
garage, basement, breezeway, porch, 
kitchen, dining room, den, bed- 
room, living room, bathroom ete; 
single brush designed to permit 
use of heavy, washable, chenille 
buffing pad which gives added fin 
ish after polishing pad doesn’t 
have to be attached, bristles hold 
it to floor; easy brush changing 
vinyl plastic bumper; upper hous 
ing of shock-proof butyrate lower 
housing of lightweight aluminum; 
operates on 115 volts a.c. or d.c. 


NOVEMBER, 


Price: $67.50 which includes a pt 
of Johnson's Beautiflor wax and a 
package of 10 buffing pads. 
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BARTON Washers 


The Barton Corp., 

West Bend, Wis. 

Models: Barton 1957 washer line 
includes 6 wringer models 
Selling Features: ‘The 3 top models, 
one illustrated, are double-walled 
with new control panel conven 
iently placed—carries push-pull agi 
tator and pump controls and cen 
trally located automatic _ timer: 
built-in fill and drain hose elim 


inates need for rinse tubes; avail 


able in white, pink seafoam and yel 


low, 





INTERNATIONAL Fans 


international Oil Burner Co., 

Fan Division, 

St. Lovis, Mo. 

Models: 1957 series of 20-in. win- 
dow fans J-20 series. 

Selling Features: ‘The J-20 series 
features 4 models: straight exhaust 
model J20W, portable JP20 LW, 
reversible, JR2Z0W, and _ portable 
reversible JPR2Z0LW. 

Portable models have a slim new 
carry handle of charcoal-grey plas- 
tic; reversible model is completely 
automatic—motor reverses fan blade 
rotation at touch of switch. All 
housed in new creamy-white frame 
and grill structure, and slim 
enough for venetian blinds to be 
lowered and even used to direct 
air; pushbuttons or reversible con 
trols are mounted on nameplate; 
closely spaced grills; portables fea- 
ture grills front and rear; to hp 2 
speed motor with 3500 CFM rat 
ing and adjustable mounting panels 
for easy installation in 22-in. win- 
dows and wider. A portable series 
P20 with electrically reversible and 
deluxe reversible models; rollabout 
stand, window panels and thermo- 


stats are optional accessories for all 
1957 models. 


1956—ELECTRICAL MERCHANDISING 


























Joe Greengrass says: 


“I shave faster and smoother with Roto-Clipper 


and | change dull blades in a jiffy!" 


CASH IN ON THE LIVEST 
POWER MOWER PROGRAM EVER! 





ye 
* 


a 
the power mower 
that changes blades 
like a razor! 











R22R SUBURGAN The ultimate in years ahead 
styling and design. The Suburban has a 22" cut and comes 
with a Clinton 24) H.P. or Briggs 2\4 H.P. 4 cycle engine 
with recoil starter. 7" front wheels, 8° rear wheels. Deluxe 
deck plate and reversible chrome handle, 7 other new 
aw yO ead models to cover every price bracket 
and nee 








PRICES—PROFITS— 





















ELECTRICAL 


Speed Blades” are angled 
to slice” grass—no more 
roughed-up”™ lawns 


{ OIBSTRIBUTORS: Here's your chance 
PROMOTIONS! 1 1 cash in on America’s livest power mower 
Rake in - shekels with ready-to- | selling program! 
sell “Speed Blades”... sell several 4 
sets per customer! Cash in on this 4 FALLS PRODUCTS, INC 
: extra peose item! Roto-Clipper has a i GENOA, ILL, DEPT, E.M.11 
CHANGE BLADES FLIP THE HANDLE TRIM IT CLOSE model for every, Geren, OUeey Otero. } Gentlemen: Send me all the details on Joe 
Low cost hollow ground Mow in either direction The special housing de- a po a 19 he ridie 8 sike! § Greengrass and the Roto-Clipper program! 
‘Speed Blades'’’ are with equal ease! No more sign permits trimming Potted Deauty WHR & Fang Sey i 
changed in minutes like “U-turns!" Roto-Clipper within half an inch of 
a razor! Heavy duty grip- saves steps! 14 gauge steel fences, shrubs and build- JOE HELPS VOU SELL! ! Nome 
tite fasteners hold “Speed deck is guaranteed 5 ings! Less hand trimming Joe Greengrass helps you merchan ' 
Blades’ securely with years. Show the quality .. . less time spent for dise Roto-Clipper on counter cards, | 
shockproof %” screws. construction of the new good lawn grooming! displays, window banners, pub- | Address 
' 
' 





Roto-Clipper line that 
makes it a must for velvety 
lawns! 


oto-Clipper has the edge 
for whisking through 
grass-cutting chores! 





licity, fact tags, envelope stuffers, 
line folders—and an intensive 
LOCAL IMPACT AD CAMPAIGN! 





City lene State 
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INC 


LET'S GO WITH JOE!... WITH THE LIVEST COMPLETE POWER MOWER PROGRAM EVERI 









GENOA, ILL., 
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Only a Magnavox dealer can say— 


m never caught with 
an out-of-date inventory” 











The Videorama 21 TV—Pea- 
tures Stereosonic Sound from ex- 
clusive dual-channel amplifier and 
4 high fidelity speakers 
side of the big 21" 


2 on each 
(diagonal meas 
ure) picture, 3 style choices, In 
Syntex mahogany, with tapered 


leg stand, only $299.50 (VHF) 








The Magnasonic 210" Phono- 
graph offers 10-watt high fidel- 
ity amplifier; intermix record 
changer; coaxial 12” plus 5” speak- 
ers. In mahogany, only $159.50. 
Slightly higher with AM-FM radio. 
Full console high fidelity at a 
“table model” price! 








1. Magnavox integrates new models gradually— 
no quick change-over...no annual line ...no dumping 


More reasons why MAGNAVOX is the most profit- 
able franchise in the industry today! 


2. Most complete, competitive line. Magnavox TV 
prices start at only $139.90 (VHF). High fidelity instru 
ments as low as $79.50. Last year on Magnavox sales 
alone, fifty dealers averaged a retail volume of $400,000, 
Ove hundred Magnavox dealers averaged $300,000, 


3. Greater profit margin. Magnavox offers the largest 

guaranteed markups of any leading television— radio 
-phonograph manufacturer, even on leader models 

like Magnasonic “210” phonograph, shown above. 


4. Moat step-up sales features. It's easy to trade 
Magnavox prospects up to more profitable models, 
Your prohts step up, too 


5. Price-protected inventories. Your Magnavox 
inventory is protected under the provisions of the 
Magnavox profit franchise. 


6. No “annual line,” no dumping. New models 
are integrated gradually. No quick change-over to 
leave you with “out-of-date” inventory. 

7. Transportation prepaid. Magnavox instruments 
are shipped to your door without extra cost to you 
adds to your proht margin. 


8. No promiscuous franchising. Magnavox sells to 
less than 2% of the nation’s dealers, Only the most 


outstanding and dependable retailers sell Magnavox. 


9. Gold Seal Guarantee. Three months’ service on all 
television instruments bearing the Magnavox Gold 
Seal, plus a full year’s warranty on all tubes and parts. 
No other manufacturer promises such trouble-free 
performance and backs it up with such an all-inclusive 
warranty, 


There may be a Magnavox profit franchise available 


in your area, Why not write, wire or call today? 


The Magnavox Company, Fort Wayne, Indiana. 


One hundred million dollars worth of Magnavox instruments will be sold by 
our 1500 dealers in 1956 at full retail price 
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the magnificent 
agnavox 


high fidelity television-radio-pnhonographs 
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ZENITH Portable TV Sets 


Zenith Radio Corp., 
6001 W. Dickens Ave., 
Chicago, 39, il. 
Models: 3 new 14-in. portable T'V 
receivers; Langley, Milford and 
Fairfield. 
Selling Features: 14,000 volts of 
picture power to drive electrons to 
face of tube; cascode tuner; big-set 
circuits; 3 stage IF amplifier; 2 
sclenium rectifiers; 90 deg. picture 
tube with 104 sq. in. viewing area. 
Can be carried luggage-style with 
tube face up to guard glass face 
plate or tuning cylinders on each 
side can be used as handles; Mil 
ford and Fairfield have Cinebeam 
picture tube and dark protective 
lens. Langley has French biege cab- 
inet; Milford and Fairfield 2-toned 
in turquoise and white or brown 
ind cream. Each set measures 11} 
in. high, 17-in. wide, 13% in. deep. 
Prices; Langley, $129.95; Milford, 
$139.95 and Fairfield, $149.95, 





RCA Victor Radios 


RCA Victor Radio and Victor Div., 

Radio Corp 

Camden, N. J 

Models: 4 new radios including 2 
clock-radios, and 2 new phonos. 
Selling Features: Swivel clock-radio, 
Merriweather, No. 8C8 has easy-to- 
operate control levers on the clock, 
an illuminated slide-rule tuning 
dials; appliance outlet; phono-jack 
on left side; Clock-radio Sentry 
C7 has similar features as Merri- 
weather without swivel base; both 
have 4-tube plus rectifier chassis 
with automatic volume control: 
clock-timer will turn radio off after 
specifed interval up to 60 min.; 
turn on radio, and automatic ap 


pliance operation at specified time 
alarm buzzer; both 


ind sound an 
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models feature a molded plastic 
hood that completely covers sides 
and back; Merriweather in 2-ton¢ 
gray, black and antique white or 
maple sugar and antique white. 
Sentry, in pink, and antique white, 
turquoise and antique white or 
solid antique white. 

Two table models Newcliffe 8x8 
and Kentfield 8x9. Newcliffe in 
ivory, turquoise, black or light gray 
has 4-tube plus rectifier printed 
circuit; illuminated slide-rule dial, 
phono-jack, 2 4-in. permanent 
speakers and automatic volume con 
trol. 

Kentfield in charcoal, and pear! 
grey or black and antique white 





features a 40 in. x 6 in. speaker, 
rubber-mounted 3-gang condenser 
with tuned RF stage, 5-tube plus 
rectifier chassis, slide-rule dial, 
phono-jack and ave. All 4 models 
have RCA Victor “Golden Throat” 


tone control and built-in “magic 
loop” antenna. 
Deluxe automatic “Victrola” 


phono No. 8EY4 in maroon and 
buff or black and light gray closed 
cabinet has 3-tube plus rectifier 
chassis with 45 rpm system with 
volume and tone controls. 

New 4-speed automatic “Vic 
trola” portable phono No. 7ES6, 
has 2-tone gray or green simulated 
leather case, has 2 speakers, inter 
mixes all size records in same speed 
and plays up to 5 hrs. continuous 
music. 


Prices: Merriweather, $42.95; Sen 


try, $39,95; Newcliffe, $29.95; 
Kentfield, $39.95. Phonos, 8EY4, 
$49.95; 7ES6, $79.95. 





ZENITH Clock-Radio 


Zenith Radio Corp. 
6001 W. Dickens Ave. 
Chicago, 39, Il. 


Device: Zenith mantel clock with 
hidden radio No. 7-524. 


Selling Features: Operates on 60 


1956 


Television 
...... and Radio 


evcele a.c. back of clock-radio is 
finished so it can be used on room 
divider, open shelves or table top; 
features a preset wake-up alarm and 
an appliance outlet for turning ap- 
sliances off and on automatically; 
uminescent hands; 2-color cabinet 
ebony or off-white with “Roman 
gold” accents on clock face and 
trip. 
Price: $49.95. 





DU MONT TV Console 


Allen B. Du Mont Laboratories inc., 
750 Bloomfield Ave., 

Clifton, N. J. 
Model: Du 


“Belmore.” 


Mont 21-in. console 
Selling Features: Open-face console 
has Palomor chassis; mahogany ot 
limed oak grain finished all-wood 
cabinet; 21-in, diagonally measured 
picture tube gives 262 sq. in. pic 
ture area; cascade Sensomatic tuner; 
long-distant stabilizer switch offers 
reserve power for stepped-up con 
trast and picture stability on weaker 
channels; 25 tube functions in 
noise rejector circuit; oversize com 
ponents. 





STROMBERG Hi-Fi Radio Phono 


Stromberg Carlson, 

Div. General Dynamics Corp., 
Rochester, 3, N. Y. 
Device: Choral * 
fi radio-phono. 
Selling Features: 12-tube AM-?-M 
radio tuner includes special tuning 
eye tube for precision visual tun 
ing; push-button selectors for AM, 
FM, phono and auxiliary services 
such as tape recorder jack; output 
taps for remote or additional speak 
ers; peak power of 15 watts with 
frequency response range of 40 to 
20,600 c.p.s.; imported 4-speed rec 


‘Custom 400” hi 


ord changer, liver rubber-matted 
turntable oy non-slipping, lint free 
records; retractable idler—no “wow” 
or “thumping”; lightweight coun 
terbalanced tone arm with sap 
phire stylus and 4-pole motor; 
changer shuts off automatically after 
last record; 3 hi-fi speakers, a 12 
in. woofer, 8 in. curvilinear mid 
range and 3 in. tweeter; all in 
clude Alnico V magnets; cabinet 
of walnut or blonde mahogany 
genuine hardwood veneers; phono 
compartment lid lifts and friction 
type hinges hold it at any point; 
drop door covers radio controls and 
a “power on” lamp indicates use 
Price: $299.95 for walnut; $325 
for blonde mahogany 





ANDREA Hi-Fi Radio-Phonos 


Andrea Radio Corp., 
Long Island City, 1, N. Y. 
Models: 
Seville 
Selling Features: ‘Voledo, consolett 
with legs provides 8 watts output 
20 to 20,000 eps; 3 front mounted 
speakers—an 8, 6 and 34 inches; 
record changer is automatic or 
manual, and plays 4 speeds; con 
trols include separate, continuously 
variable loudness, bass and treble. 

Valencia, phono console has 12 
watts output; two 12-in, and two 
4-in, front-mounted speakers; rec 
ord changer provides for manual 
or automatic playing 334, 45 of 
78 rpm wee controls include 
separate, continuously 
loudness, bass and treble, a record 
compensator and scratch filler 
switch; auxiliary features consist of 
automatic Andrea illumination of 
changer compartment, provision for 
input of TV sound or tape recorder, 
a.c, receptacle for T'V attachment 
and connections for external speak 
ers or earphones. 

Seville, radio-phono combination 
console has 20 watt output; two 12 
and two 4-in, speakers are front 
mounted speakers; record changer 
provides for manual or automatic 
of 3 record speeds; AM-FM radio 
tuner has an AM frequency range 
of 550 to 1700 ke and an fm range 
of 88 to 108 me. Finishes available 
in fruitwood, blond or ebony 


Duro Co., of Dayton, O., announces 
a new line of 73 pumps and water 
systems in 3 basic types: Silver Jet, 
Converta Jet and Super Jet; made 
in horizontal or vertical models, 
they retail for $85 


‘loledo, Valencia and 


variable, 
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Our Statistical 
and Marketing Issue 


always gets lots of hard use! 


What happens to each year’s January ELECTRICAL MERCHANDISING? 
What makes a copy of this particular issue look so beat-up and marked-up? 
We'll tell you! 


As the authoritative ‘fact book” of the appliance-radio-TV Industry, our Statistical and 
Marketing Issue is read, re-read, referred to, reprinted and generally run ragged. It is, 
in fact, the Industry's Annual Report. 


Why? 


Because everyone in the appliance-radio-TV business needs and reads the business 
information found in this issue and nowhere else! 


Your advertisement can get the same intense readership. You can build up your dis- 
tribution fences. You can cut selling costs. 


All by scheduling your advertisement in the January, 1957 Statistical Issue. 


Mind you, we won't promise your ad will look neat and smooth and clean and flat... . 
not after the months of thumbing-through this Statistical and Marketing Issue always 
gets. Indeed . . . 40% will still be in use next September .. . after eight months of hard 
usage. 


All we do promise is a big dollar’s worth of reading and use! Make your space reser- 
vation now . . . copy to set closes December 1, complete plates, December, 5. 





i ng 
piectiC “chia asi hist 
Mere 


Electrical Merchandising ALONE covers the market ALONE 


A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N.Y. 
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MASSAGETT 
Soothing, gentle mas- DOUBLE ACTION 

























Seven wonderful ways to 
help your customers say... 


pe 9, 


% if 
ee 
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ELECTRIC MEAT GRINDER 


The new sales sensation for 
modern kitchens. Grinds 
everything. ..from raw meat 
to hard almonds. . . without 
mashing or tearing. . .$49.95. 
Special Ice Crusher Head 
crushes ice to nine chip sizes 
as fast as you can f. ee 
fits om meat grinder power ‘ ' 
unit. . .$12.95, Can Opener ‘3 ELECTRIC 
ead. ..opens all sha and ¥ PT ARE’ 
sizes of cans electrically. . .$9.95. $ : " HOUSEWARES 


KNEE ACTION MIXER 


2 With the exclusive knee 
action beaters that move up 
and down conforming to the 
shape of the mixing bowl. 
Three speeds. . .handy heel 
rest. In white, citron, 
carnation, sky blue and 
chrome. ..$19.95 to $21.95. 





What person doesn’t like tobe remem- showing them any of these seven won- 
bered for his giving the unusual, the derful OSTER products. They'll be 
different, the unexpected gift? Every- happy you did...and it means in- 
one does! So, help your customers by _—_ creased profits for you! 


= 


Va ) 
Be 





’ 


Wy 


-_ 









AIRJET HAIR ORYER 





Blows hot or cold. . 
hand grip and stand 





sage for faciala and KNIFE SHARPENER : . OSTERIZER 
tired muscles. ..Ivory, Hollow grinds both ag aeeet ag STIMULAX JR, Original liquefier- 
pink or blue and sides of knife at same chrome. . . $19.95 to Effective, soothing blender... grinds, 
packed in beautiful time quickly, easily. $20.95 : Swedish-type mas- chops, purees, whips, 
travel case.. .$19.95. Sharpens scissors, os sage at your finger blends, mixes... 
too!. . . $16.95, tips... ouapentied opens both ends for 
motor action... easier cleaning, emp- 
$29.95. tying . . . processin, 
All Custom Crafted by the blades fit standa 


sepeces rh ie 
39.95 to $54.95. 
MANUFACTURING CO. Juicer + Slicer + By Y 

Shredder attachment F nodern scree ( ‘MPI Oi 
Dept. P, 5047 N. Lydell Ave., Milwaukee, Wis, - - $99.95. si “7 
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ELECTROLUX Cleaner 


Electrolux Corp., 
500 Fifth Ave., 
New York, 36, N. Y. 
Device: Electrolux Model FE auto 
matic vacuum cleaner. 
Selling Features: When dust bag 
is full, mechanical “brain” auto- 
matically stops cleaner, cover pops 
open, and cleaner won't start again 
until dust bag is replaced with a 
new one; a numbered dial on cover 
enables it to be adjusted to indi 
vidual cleaning requirements; cloth 
instead of self-sealing disposabk 
paper bags can be used if preferred. 
Self-sealing disposable paper dust 
bag is lined with several layers of 
pecial filter paper to trap all dust 
sucked into it—and automatically 
seals dirt inside when its time to 
replace the bag—user never sees the 
dirt, touches or breathes it. 

l’‘our separate cleaning tools com 
bined into 2 units—one side of 
floor tool is hard surface floor brush, 
the other is a rug cleaner with 
“Gleaner” comb that picks up hair, 
lint, etc.; it is held in place with 
spring lock on new aluminum 
wand, can only be removed by re- 
leasing trigger. Smaller tool is a 
combmation dust tool and uphol- 
stery cleaner; upholstery cleaner has 
2 hinged sides that can be adjusted 
to any desired angle. 








CHEFMASTER Ranges 


Brantford Washing Machines, Lid., 

35 Fieldway Rd., 

Toronto, 18, Canada. 

Models: 4 Chefmaster electric 
ranges—a 30 in. range complete 
with panel door; two 30-in and 


one 22-in, apartment size model. 


Selling Features: All models fea 
ture Auto Chef thermostatically 
controlled surface burner that con- 
trols heat in utensil so foods can’t 
burn or boil over; color-coded push- 
button switches with silver con- 
tacts located in backsplash; 7 sep- 
arate heats from sizzle to simmer; 
automatic timer—just one setting 
and it can be used as timer to shut 
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off at certain time, with an addi 
tional setting it can be set to come 
on at a specified time, cook for a 
selected number of hours and then 
shut off; also shows number of 
hours left to cook before ee 
electric minute minder sets off con- 
tinuous chime when desired time 
has elapsed; fluorescent; rod type 
2650-watt baking clement encircles 
oven; open coil, 2700-watt broiling 
element; 3 red jewel pilot lights 2 
for surface elements, one for oven; 
self-cleaning surface elements in 
clude a 2050 watt, two 1250 watts 
and a 1600 watt super-speed; Fiber 
glas insulation$ utensil drawer on 
nylon rollers; counterbalanced oven 
door. 


FOR THE DEALER 






Tear 
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ECONOFLEX Spacemaster 


Reflector Hardware Corp. 

Western Ave. & 22nd Place, 

Chicago, Ill. 

Device: Econ-O-Flex 70AG Spac« 
master with glass shelves. 

Selling Features: Provides mor 
than 37 sq. ft. merchandising shelf 
space in 12 sq. ft. floorspace; fea 
tures 16 glass shelves—a setting for 
giftware, glass etc; 60 in. frame 
is double slotted on both sides at 
one in. intervals allowing individual 
30-in, shelf adjustability; units 
come complete with 32 shelf 
brackets, 48 rubber tipped glass 
clips; 60 in. frame and end legs and 
all mounting hardware. 

Price: From $80.95 





MIDWEST Jiffy-Lift 


Mid West Body & Mg. Co., 

Paris, tl. 

Device: Jiffy-Lift clevating tailgate 
for pick up and express trucks. 
Selling Features: A packaged kit, 
ready to install; each unit is com 
pletely assembled; attaches to truck; 


1956 


complete unit weighs 175 Ibs. 
an all steel, ramp-type clevating 
tailgate has 600 Ibs. capacity; 
makes it possible for the driver 
alone to Yoad or unload heavy 
articles such as refrigerators, TV. 
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METROPOLITAN Erect 


Metropolitan Wire Goods Corp., 
70 Washington Street, 
Brooklyn 1, N. Y. 


Device: Newly developed steel rod 
shelving, 

Features: Erecta Shelf designed for 
quick assembly and heavy load ca 


pacity does not require use of nuts, 
bolts or screws. Shelving is of 
heavy weight steel rod into which 
notches are cut so that shelves and 
uprights are locked into position. 
Notched wires slide easily into place 
and assembly takes only a matter 
of minutes, Erecta Shelves come in 
12” and 18” widths and are 24”, 
36” and 48” long. geo are 
furnished in 43”, 53”, 6°3” and 
73” lengths. Standard weight 
shelves as distinguished from the 


heavy duty units also available, 


ECONOFLEX Giftmaster 
Reflector-Hard Corp. 
Western Ave. at 22nd Place 
Chicago, 8, ill. 
Device: Giftmaster 
No. 2030, 
Selling Features: Unit features a 
free-form wood base in grey plex- 
tone, 2 Spacemaster double-slotted 
uprights, 10 self brackets, 16 shelf 
clips, 4 rubber padded legs and 5 
smooth edged glass shelves for see 
view visibility 
Price: $85.65 
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CORRECTION 


Che illustrations of Amana and 
Manitowoc freezers were inadvert 


ently switched in our October is 
suc. Here the descriptions and 
photos are accurately matched up. 








AMANA Freezer 


Amana Refrigeration, Inc., 
Amana, lowa 


Device: Amana No. 25-W upright 
freezer. 

Selling Features: Has 25 cu. ft. 
capacity, holds 875 Ibs. frozen 
food; designed to replace two grey 
finish 25-cu.ft. models (25-SM and 
25-B); finished in white baked-on 
enamel, it is identical with former 
25-SM except the gravity feed food 
storage racks and leftover shelf in 
Stor-Mor door have been replaced 
by three roomy wire baskets; Juice 
Bar with room for 20 cans of 
frozen juice concentrate has been 
retained in door; even-zero tem 
peratures make possible sharp 
freezing of large quantities of food 
with 6 freezing plates including 4 
positive-contact shelves and freez 
ing coils at top and bottom; Power 
pact condensing unit hermetically 
sealed; “frame” type door contains 
built-in tumbler lock with balloon 
gasket that seals, 








MANITOWOC Freezers 

Manitowec Equipment Wks, 
Manitowoc, Wis. 
Models: A 12 cu, ft. upright along 
with 15 and 20 cu, ft. chest freez 
ers has been added to line. 
Selling Features: Line now con 
tains 4 uprights in 12, 17, 20 and 
24 cu, ft, sizes; 2 chest models and 
2-zone refrigerator-freezer in 
per, stainless or white, 

12 cu. ft. upright has 404 Ib 
overall capacity; 62 in. high, 21 in 
wide and 294 in. deep, 


cop 





i . rv 

20 cu. ft. chest model has 700 
Ibs. storage with 91 Ibs. fast freeze 
compartment; all-steel construc- 
tion; extra density glass fibre in- 
sulation; baked-on Dulux finish; all 
‘round fast freezing coils, 
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Admirca 





Only 


MOST WANTED SCREEN 








To Top it Off — 


Admiral has the largest selection of sell- 
GOS tr seeps ~ = of 

Admicet Gl: == on-sight colors—15 solid and two-tone 
color combinations! And color sells ’em 


faster! 


Terrific Christmas Displays! 


Santa action displays...die-cut cards... 





easel cards...wire and wall banners... 
Christmas wrapping...every great com- 
pelling way to make your store the 
Admiral Christmas gift center! 
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| oIZES IN PORTA 


rie de ites 





HAS ALL @ 














Surveys prove 90% want Admiral screen 
sizes! Every independent survey—even 
those by competitors—proves only 
Admiral has what your customers want 


in portable TV screen sizes! 


And sales are proving it too! If you don't have 
Admiral's exclusive Big 10, the 14, and 17— 
you're not getting top volume in Portable TV! 


today 


Dave Garroway 
NBC TV 






...PLUS big newspaper advertising! 


THE 
BREAKFAST 


CLUB 
Don McNeill 
ABC Radio 


super volume! 








BLE TV! 


Coast-to-Coast Outdoor Advertising! 


Big billboard 24-sheet poster coverage—super-selling for 





Pre-sold Every Day on Network TV and Radio 
Morning, Noon and Night! Every Day of the Week! 


_ - 4 4 5 4 . 7 
tenight Pre-sold in America’s Top National Magazines! 
Steve Allen Reader's Digest... Sat. Eve. Post...Collier's...Look... Seventeen 
NBC TV 


...Holiday...Living for Young Homemakers... Sports Illustrated 


Call Your Admiral. Distributor! 
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NEW PRODUCTS 


.. . Antennas 





JFD Colortennas 


JFD Mfg. Co., inc., 

6101 16th Ave., 

Brooklyn, 4, N. Y. 

Models: 8 Non Color-Blind an 
tenna; with sufficiently hi gain to 
provide a clear color picture. 
Selling Features: New NCB color 
tennas are designed to suit ever 
location; the Wonder-Helix colo: 
tenna designed for deep fring 
areas, utilizes a pair of double driven 
dipoles phased for maximum signal 
iddition; a director-reflector flatten 
bandpass at a high level; by main 
taining an inline yagi-type con- 
struction the dual receiving cl 
ments are shielded by reflectors, 
getting maximum back rejection 
and minimum wind resistance; a 
5-turn flat-plane helix creates high 
gain; the helical section is com- 
posed of individual non-linear addi- 
tive collectors each tuned for high 
est gain on one high band channel; 
phasing harness material and spac- 
ing were chosen so the self-imped- 
ances of the 2 folded dipoles would 





...THE ONLY TAPES SPECIFICALLY DESIGNED be matched effecting maximum 


power transfer 


FOR TODAY'S HOME RECORDING EQUIPMENT 





Soundcraft Hi-Fi 50 and Soundcraft Hi-Fi SOUNDCRAFT HI-FI | 
are brand new magnetic recording A standard play tape that offers the amateur recordist 
tapes. They're designed for the home high quality reproduction and the stamina to take rough CHANNEL MASTER Antenna 


handling. Among its features: Wide frequency response, 


recording enthusiast and the equip- high signal-to-noise ratio, low distortion, print-through 


Channel Master Corp., 
Ellenville, N. Y. 


ment he uses .. . designed to meet his of 50 db or better. Base is 1% mil acetate. Device: “Showman” indoor an 
needs for either a husky tape that Available in two sizes—600 ft. on the 5” reel and 1200 ft. | tenna. 
on the 7” reel. Selling Features: Designed to over 


stands up to rough usage with no sac- come objections to “rabbit ear’ 


models; available in a wide rang¢ 
SOUNDCRAFT HI-FI 60 | of color combinations; 19 inche: 


; from tip to tip; has no extendabl 
An outstanding combo of long play and recording per- rods; features Metro-Dyne tuning 


response. fection. Top-quality recording characteristics, PLUS a 12-channel variable inductance 
increased high frequency response (due to better com- | tuner which oo Ay ee 
pliance of its thinner base). Its 1 mil acetate base gives principle as T'V set; knob is tunec 


, ot ding ti h : to a specific channel just as set is 
the user 50% more recording time on the same size reel. when knob is turned a metallic 


new Soundcraft tapes with confidence Three reel sizes—900 ft. on the 5” reel, 1800 ft. on the | slug is moved in circuit; an auto 

that you've recommended the best. 7” reel, 3600 ft. on the 1044” reel. transformer maintains a close 300 
ohm impedance match for each 

| channel selected; it reduces elec 

tronic noise and _ interference; 

nalb: ht f 0 we ath ai ; oe 3 eliminates ghosts; has separate high 

forthe 0 W Chaftim quality tho choice Coundoraft: band and low band dipoles; suit 
ible for black and white, color, and 

FM reception. Available in ma 


hogany and gold, blond and gold 
SOUNDCRAFT and ebony and silver finish 
REEVES COPFP. Price: $17.95 


10 East 52nd Street, New York 22, N. Y. 


rifice of quality —or for a long play 


tape with superlative high frequency 


You can recommend either of these 
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Prestos Operation Jack Rabbit 
BRINGS YOU 6 APPLIANCES 
RUN BY A SINGLE CONTROL! 


——— 
— 
gn eae” 


1 with the only add-on story in the business 


16” 
hie 


DUTCH OVEN 


PRESSURE COOKER 


... and the best pricing! 


ieee ee 
— 
— 
= an, 


/ Sales multiply and multiply 


9° FRY PAN 


10” 
13” 


SAUCE PAN 


@ Each appliance run by the same $6.95 Control-Master! 


®@ Each appliance washes completely under water! 


® Each appliance priced far below competition! 


When a customer buys one Presto Con- 
trol-Master appliance, your profit story 
is only beginning. You have five more 
chances to sell the same customer, be- 
cause once she has a Control-Master, 
she saves $6.95 on each appliance she 
adds. Add on selling is a cinch. 

Because the appliances are priced sep- 
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arately, you can feature and display the 
lowest prices in the industry—yet offer 
top quality with full mark-up for you. 
This new concept in appliance selling is 
making money for dealers all over the 
country. See your Presto distributor 
now, in time for the biggest Christmas 
business ever! 


1956 


GRIDDLE 


1 RY PAN. STD” 


MILLION DOLLAR 
AD PROGRAM 


featuring color spreads 
in major magazines 


NATION WIDE 
TELEVISION 


to saturate local markets! 


14” 


Appliances 


National Presto Industries, Inc., Eau Claire, Wis. 
Makers of Presto Electric Deep-Fry Cookers, Steam 
lrons, Coffeemakers. Presto Cookers and Canners. 


“Manufacturer's recommended retail or Foie Trade price. Fed. tax inc oF 
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Mr. Dealer! Get on the ae 
“PACKAGED GOLD" EXPRESS 
ey 


ng O W Y 7 
Z pay 


water softeners 
and conditioners 


here's PROFIT NEWS for you! 


Introduced in June, the new fully automatic Softmagic Water 
Softener and Conditioner has already rocketed to record sales. 
Regional and district offices have been established for close dealer 
cooperation . . . sales and advertising programs are under way .. . 
everything is being done to help you get in on this fastest growing 
industry RIGHT NOW! 

Softmagic—the original soft water appliance—gets you out of 
trade-in headaches, puts you high in the profit picture for appliance 
sales! Yet it’s priced to fit every family budget! 





Ry 








Softmagic—the fully automatic softener and conditioner—is com- 
pletely engineered to operate without bulky valves, fittings or tanks 
... fits a space only 36” x 24” x 18” . . .installs easily without special 
fittings. Never has there been a softener like this! 





But—you won't make money just reading this. Write—right now 
to Softmagic direct for the detailed sales plan. Make 1957 the year 
you discovered “Packaged Gold” from Softmagic Sales! 


FOR CLEANER AND HEALTHIER LIVING USE SOFTMAGIC SOFTWATER—AND CH, SO GOOD TO DRINK! 


SOFTMAGIC CORPORATION 
609 West Putnam Bivd. 
Whittier, California 


Telephone OXford 3-7741 
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ELECTRICAL APPLIANCE NEWS 
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CHRISTMAS is big business for the 
housewares industry. The accom- 
panying illustrations indicate 1955's 
November-December share of sales. 
New records are expected this year. 


A Bagful of Housewares... 


. . » promises a Merry Christmas for the industry as manufacturers see new sales 


records for November and December 


ATES 
A Pole 


word from the North 
says that Santa Claus is 
xoing to bring plenty of house 
wares this year. Indications are that 
his bag is going to be pretty full. 
Christmas orders ar 
fast that 


coming mm 
hou cwa;>»ecs 


manu 
facturers report they are going 
full blast. Some even think ther 
may be shortages in such items as 


team irons, coffee makers, toasters, 
ind similar items that are consid 
ered outstanding Christmas gifts 
November and December ar 
traditionally months for 
housewares. A major portion of the 
year’s business is usually accounted 
for during this pre-Christmas 
period. This year, with plenty of 


gC 0d 
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money in the hands of consumers 
and an all-time high in employ 
ment levels, manufacturers believe 
that business is going to be better 
than ever 

Housewares sales have been 
climbing steadily in the last few 
years. Following the initial post 
war boom when all-time sales re 
ords were reached, the sale of 
housewares leveled off and began 


its present healthy climb to the 
category of really big business 
With the introduction of new 


items and the improvement of old 
ones, there would appear to be no 
immediate concern over a drop in 
this spiral. The newer items, such 
as fry pans and electric blankets, 


1956 


are going to account for a large 
proportion of this year’s pre-Christ 
mas housewares but items 
such as percolators, toasters, steam 
irons, and roaster-ovens aren't 
about to take a back seat because 
of this. Manufacturers contend 
that the market is good for all of 
these items 


sales, 


As far as shortages are concerned, 
if there are any, they will be spot 
shortages in which specific areas 
may be understocked on certain 
items. In general, good merchan 
dising can cover this by effecting 
the sale of other items. 

One of the sparks in the nation 
wide pre-Christmas sales drive is 
the Edison Electric Institute cam- 


paign already underway. The In 
stitute has circulated over 12,000 
copies of its promotional kit 
through more than 75 cooperating 
utilities across the country. ‘The 
kit contains posters and placards 
that can be used in stores to boost 
the sale of housewares 

A spot check of manufacturer 
across the country reveals a univer 
sally optimistic approach to Christ 
mas business, 


Casco Products Corp., Bridge 
port, Conn., indicates that they 
will beat last year’s record. They 
think that supplies of their new 
griddle, which has been a heavy 
seller, will be “awfully tight” by 
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New kits and products make FLEX-VENT 
the most complete dryer venting line 


eee 


+ 





New! . . . All-Aluminum Ducting 


No other line of dryer venting equipment is nearly so comp!cte or 
versatile as Flex-Vent is today. There now are Flex-Vent kits and 
parts for any possible installation and for every dryer model. In addi- 
tion to gleaming white flexible fiber glass ducting for easy installation 
around obstacles, the Flex- Vent line now includes: weatherproof, all- 
aluminum vent hoods; all-aluminum ducting; transparent plastic 
window plates; aluminum window plates; adjustable window plates 
for apartment and other temporary installations. 


For complete information, mail us the coupon below. 





Approved by all leading dryer manufacturers. 


Flex!ble Typing 


CORPORATION 
GUILFORD, CONNECTICUT © LOS ANGELES 64, CALIFORNIA 


| 


Flexible Tubing Corporation, Dept. 8N, Guilford, Connecticut 
Please send me more information on Fiex-Vent Kits. 


Name a 





Title and Company —— ee 
Address 





PRE a 


eS aS 





Christmas. They also think there 
may be spot shortages on irons 


Dominion Electric Corp., Man 
field, Ohio, reports that they ar 
very optimistic and see a “healthy 
increase” in sales this year over last 
They see no shortages of their 
product, but believe there will be 
good movement on everything 
particularly the newest and least- 
saturated items such as electric fry 
skillets. 


Dormeyer Corp., Chicago, IIl., 
says prospects look “just great.” 
They see nothing worse than spot 
shortages and believe that the best 
sellers will be the portable mixer 
ind the skillet. 


General Electric Co., portable 
ippliance department, sees the 
company’s biggest Christmas sea 
son in their history in all their prod 
uct line: 


\ record-breaking fall and Christ 
mas selling season for Universal 
electric housewares has been pre 
dicted by Landers, Frary & Clark, 
New Britain, Conn. A company 
spokesman says: “Without excep 
tion, dealers and distributors in 


all parts of the country have ex 
pressed unusual optimism about 
this fall’s business, and we expect 
that 1956 will not only be one of 
Universal's biggest years, but also 
a big year throughout the trade.” 


Waring Products Corp., New 
York City, says that every product 
in their line is a logical gift item, 
so they look for good business on 
the complete line. The blender, 
which has been a best-seller for 
years, is expected to hold its own. 
Waring believes that manufactur 
ers and distributors must cooperat 
with the EEI campaign and imple 
ment the program. 


Westinghouse Electric Corp. 
sees a continuing good business 
climate, based on current economic 
forecasts. ‘The company looks for 
a heavy pre-Christmas sale. It 
would appear, they say, that there 
may be some shortages of product: 
such as steam irons, coffee makers 
toasters, and similar items. Out 
standing items in the way of de 
mand, probably will be roaster 
ovens, steam irons, coffee makers 
toasters, grill-n-wafflers, cook-n-fry 
ers, and automatic sheets and 
blankets 


Appliance Advancement... 


. .. creates new opportunities for retail salesmen, 
says Frigidaire executive—but successful selling must 
make people think in terms of better living 


Dynamic appliance product ad 
vancement will create important 
new opportunities for the retail 
alesman, William H. Anderson 
Frigidaire’s assistant general sales 
manager, told members of the 
Bureau of Home Appliances at a 
fall conference meeting in San 
Diego recently. 

“We are accelerating scientih 
idvancement in appliances to stim 
ulate dynamic obsolescence of 
product Anderson declared. 

He called on retail appliance 
dealers and salesmen to help make 
people want the change by inter 
preting the new advances in term 
of a new way of life, a philosophy 
of better living 

“American home life has pro 
gressed through change,” Anderson 
pointed out, “but change for the 
sake of change is not progress. The 
change must be directed toward 
what people want—to help them 
live better, more enjoyably, morc 
economically and more abundantly 
People accept that kind of change 
readily, and in fact are impatient 
for it 

“What a wonderful opportunity 
this presents to the retail sales 
man,” he declared, “for with 
dynamic product advancement, you 
can really be salesmen. And isn’t 
that one of the biggest concerns we 
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have today? ‘Too often we're not 
being creative salesmen; we're 
merely taking orders for items at 
a price,” 

Plan of Action. Anderson 
stressed the fact that every dealei 
and salesman should have a per 
sonal “plan of action’”’ to guide him 
‘long the route of increasing his 
business 

“First, select your objective, 
then determine the best route to 
get there,” he explained. “What 
is your forte, your personal spc 
cialty, the type of business most 
needed in your market and best 
suited to you?” 

“Then pick your traveling com 
panions—the product lines you 
want to sell None of us—manu 
facturer, distributor, dealer, or 
salesman—can go it alone in this 
business. You'll want to select a 
manufacturer and distributor who 
are in full accord with your objec 
tives and your plan of action. The 
manufacturer and distributor can’t 
expect the retailer to fulfill all of 
their responsibilities before they 
take action. And retailers can’t ex 
pect the manufacturer to do 100 
percent of the job before they start 
There must be some ‘give and take’ 
on both sides with the manufac 
turer leading the way and th 
dealer and salesman pursuing their 
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For the name of your 
nearest TK Authorized 
Distributor, contact 
Factory Representatives 
listed below: 


ATLANTA 13, GA. 
H. K. Dewees Co. 
654 Hemphill Ave., N.W. 
(Phone: Trinity 5-2753-4) 
J. C. Armstrong (Tampa) 
Cc. W. Miller (Decatur) 
E. C. Newbill (Chattanooga) 
W. 1H. Morris Uacksonville) 
BOSTON 10, MASS. 
Boudrot & Garside 
157 Federal Street 
(Phone: Hubbard 2-1360) 
CLEVELAND, OHIO 
Maurice J. Lackritz Co. 
1836 Euclid Ave. 
Cleveland 15, Chio 
(Phone: SUperior 1.3244) 
DALLAS, TEXAS 
Don C. Estes Co. 

300-321 Mdse. Mart 
(Phone: Prospect 2706) 
DENVER 16, COLORADO 

Al Solen Co. 

3029 E. 42nd St. 

(Phone: DExter 3.3443) 
DETROIT 21, MICH, 

T, J. Riley Assoc. 

16525 James Couzens H'way 

(Phone: University 3-9178) 


ready to service electric ranges rn WAYNE, MIDIANA 





L. Wayne Gift Company 

128 W. Hoover Ave. 

(Phone: Kenmore 4346) 
KANSAS CITY 6, MO. 

Earl Goetze Co, 

2836 Moin St, 

(Phone: Plaza 3-2030) 
LINCOLN 2, NEBRASKA 

Ed. T. Taber Co. 

3240 S. 31st Street 
(Phone: Lincoln 3-4420) 
LOS ANGELES 22, CALIF. 

Paul Potter Assoc. 

1633 Bluff Rd, 

Montebello, Calif. 

(Phone: RAymond 3-1 177) 
MEMPHIS, TENN, 

O. N. Fussell 

461 N. Highland 

(Phone: Memphis 4-951 1) 
MILWAUKEE 17, WISC. 
Instantly! Profitably! Service any andallelectricranges H. F, Burke & Assoc, 
that use rotary-type switches by having the TK Switch ae ‘Soe iy yo BO 
Kit on-the-spot with you. Avoid useless trips back to MINNEAPOLIS 26, MINN, 

— ; Eggar-Bennett 

the shop, eliminate confusing cross references. Make ps ll 
change-overs in minutes and reap high profits while St. Lovis Park 


aad :' (Phone: West 9-6874) 
satisfying your customers. No longer is it necessary PHILADOLP INA 4, PA. 
to stock a maze of shafts, odd parts and obsolete H. M. Bell Assoc. 
switches. Get the TK ‘‘On-the-Spot’’ Switch Kit that con- a hey ee _ 
sists of only three switch assemblies and one adapter (Phone: Baring 2-7028) 
kit and make your job simple, quick and profitable! PITTSBURGH 1, PA. 
Charles R, Norrish Co. 
2900 Smaliman St. 


Led (Phone: Atlanta 1-6466) 
COSTS DEALERS ONLY 2 4. #1, LOUIS 8, Mo. 
4903 Deimar Bivd 

(Phone: Forest 7-14861) 
SEATTLE 4, WASH. 


i Western Factors 
qutTt™ Kip 
Tin 2743 Ath Ave., S. 
a f (Phone: Mutual 3414-341 5) 


TUTTLE « KRIPT INC. SYRACUSE, NW. Y. 


W. 5. Owen Co. 
ELECTRIC HEATING ELEMENTS + DEVICES + SBWITCHES 4 CONTROLS 321 W. High Terrace 


, 1823 N. MONITOR AVENUE * CHICAGO 39, ILLINOIS (Phone: Syracuse 86-4264) 


Simple short-cut to easier, 
more profitable replacements 
of range rotary-type switches. 


Kit contains: 
2 No. 3HK (switch w/knob & shaft) 
4 No. SHK (switch w/knob & shaft) 
4 No. 7HK (switch w/knob & shoft) 
3 No. SAK (adapter kit) 
5 No. “LT” shafts, extra long 


1 steel carrying case 
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Arvin 


breathes new excitement into Christmas selling! 
Get ready for even bigger-than-usual holiday sales of radios! Christmas shoppers are 


sure to go for this superbly styled new Arvin transistor radio that’s both a fine portable 
and a beautiful home set! The interest it creates will help sales of all types of Arvin radios. 


Transistor Portable 


Seven transistors! Doubles as a big, orchestral-tone home 
radio, with flip-switch dial and fold-away handle. Bat- 
teries cost 90¢, last a year or more. 1114" long, 814” high, 
with printed superhet circuit, tone control, automatic 
volume control, 54" speaker. In British « 
Tan or Alligator leatherette. Model 9562P $79.95 






Big new 4-color 
Arvin Christmas display 


On 





Designed to put added Christmas spirit into your window, 
counter, or floor radio displays. Includes a colorful banner, 
not illustrated. Use display and banner with three or four 
Arvin radios and see how customers gather around! 


A in Write for full Color Cataleg on complete line—Electronics and Applionce Division 


INDUSTRIES, Inc., Columbus, Indiana 
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mutual goals for all they're worth.” 
Up-to-Date. “Next you'll want 
to train for the tough sales job 
ahead. You should be well-versed 
in the latest product information, 
salesmanship information, market 
conditions, and have the last word 
on efficient business operation 
‘Another important guide post 
to consider in your plan of action i 
turning users into customers. Sut 


veys show that if you sold 200 
people d major appliance, you will 
find that, on the average, +0 of 


them will buy another major appli 


ance this year and, within five 
cars, another 200 appliances. The 
surveys reveal that, of the users who 
bought other appliances, a high 
percentage bought from some 


dealer other than the one that sold 
them first. Dissatisfaction with the 
product, poor service, t 
dealer attitude had little if any 
thing to do with this. Actually, 40 
percent of this business was lost 
for no other than 
neglect. 


price : ( 


reason plain 


“Our final point in a plan of ac 
tion,” Anderson emphasized, “is to 
tell the public about it. We should 
be well-known in our community 
for the kind of a business we run, 
for the products we sell, and th 
services we perform.” 

Anderson pointed out that 
reputable dealers should ‘“‘shout to 
the world’ about the things foi 
which they stand—first-rate product 
lines, customer service, reasonabk 
terms, fair dealing, reputation, r 
turn privileges, leniency on out-of 
warrant 
stration 


service, post sale demon 


convenient hour fre« 
parking, free trial, and so on 
“The dealer who plans to pursu 
the course of integrity i 
ness to stay,”” Anderson concluded 
“He will do business 
the economi 


in busi 


regardless of 
ind competitive con 
dition 


Fan Stirs Interest 





HARRY GREENBERG, sales represento- 
tive for the Lau Blower Co. in the Balti- 
more-Washington area, examines the 
1957 Porta-Breez fan shown by E. V. 
Sullivan, the firm’s fan sales manager, 
at the company’s annual sales meeting 
in Dayton, Ohio. 
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AGENCY MAN: 


ADVERTISER: 
AGENCY MAN: 
ADVERTISER: 
AGENCY MAN: 


ADVERTISER: 
AGENCY MAN: 








Eureka! I've found a big, important medium 
covering a big, important market—and we 
can be the first appliance people in it! 


There isn’t any such animal! 


Oh, but there is! Just one national weekly is slanted right at the true small 
towns—towns of 2500 and less that aren't big-city suburbs, that is. It has 
some four million readers—better than 850,000 circulation—and 90°, of 
this circulation represents single-copy sales. Suggest anything to you? 


No. 
Grit. Sort of a modern small-town bible. 
I’m not sure I ever heard of it. 


That's exactly the point! It’s undiscovered. It's sitting there waiting for you 
to take over. We can pioneer in Grit—and with big space, too. We can reach 
16,000 small towns with a good-sized campaign at a cost of about $2 per town 
per year. 


Be a discoverer, eh? How about getting me all the facts? 


They'll be on your desk tomorrow. 


GET THE FACTS YOURSELF! 


it’s a pretty exciting story, the Grit one. And it includes facts about small-town brand preferences 
which every appliance executive should know. Send for it—along with a complimentary copy of the 
publication itself. You'll enjoy the pleasant, easygoing, small-town flavor of Grit. Write Grit Pub- 
lishing Co., Williamsport, Pa. Represented by Scolare, Mecker & Scott in New York, Chicago, 
Detroit, Philadelphia, and by Doyle & Hawley in Los Angeles & San Fr 





ELECTRICAL MERCHANDISING—NOVEMBER, 1956 





AD | 
Ve 
Rr, 
_ ‘SEp 









PAGE 119 








How to sell modern electric ranges: 

















DEMONSTRATE 


the selling features of PROCTOR INFINITE CONTROLS 


vS 
the old-fashioned features of 7-Heat Switches 


Electric Ranges equipped with Proctor Infinite Controls are so much 

easier to use than those with old-fashioned rotary or pushbutton 7-Heat 

Switches... and you can prove it! 

This on-the-spot demonstration shows in simple terms why the 7-Heat 

Switch does not do the complete job required for modern electric cooking 
how Proctor Infinite Controls give the homemaker everything she 


needs in the way of heat control... and more!* 


DEMONSTRATE 
how PROCTOR INFINITE CONTROL gives complete 
control of heat over entire cooking range 


1 Line up 14 pennies in o row 


agg ES > 
© OOOO © ©O@ @O@@@@@ 


y Show the prospect how Proctor Infinite Control lets her select 
any heat over the entire cooking range. She dials in the exact heat 
the needs—no more, no less. Explain how" in-between" heats are 
needed to compensote for the vorious types of utensils she uses— 
copper bottoms, aluminum, iron, etc., which reavire different heats 














3. Let the prospect discover for herself the natural “feel” of the Proctor Infinite 
Control on the range... how easy it is to make precise heat selections. 


DEMONSTRATE 
how a 7-Heat Switch skips over the 
important in-between heats 
lL Now remove ama oe other penny in the row, starting with the second penny. 
eo) a) 
GS GS OG ® @ 


« Explain to prospect how the 7-Heat Switch “short-changes” 
her on cooking control becouse it provides only limited heat selec- 
tions .. . leaves out those important “in-hetween" heats. 








» Show prospect how she'll hove to “click” back and forth 

and still not get the exoct heat she needs. Compare this to the 5 \ 

smoothness and ease of Infinite Control. I . 
*And don’t forget to tell her about the simplicity of the range dial 
made possible by Proctor Infinite Controls the dial that tells the 
homemaker where to make her selection in terms 
ashe uses and understands 
For big electric range sales demonstrate the features 
of Proctor Infinite Controls, You will find them 
on most leading brands. Why not sell tomorrow's 
range today? 


PROCTOR, 


Equipment Division Proctor Electric Co. * 
3rd St. & Hunting Pork Ave., Philo. 40, Po. 
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Trade-Ins as Opportunities 


Frigidaire executive preaches doctrine of used 


appliance buying and selling, with the emphasis on 
pushing new models to buyers of the past decade 


Appliance retailers were recently 
urged to take a realistic view of the 
used appliance business, seeing 
trade-ins as a sales opportunity in 
stead of a necessary evil. Speaking 
at a regional meeting of the Na- 
tional Appliance and R: agp 
Dealers Assn. in Atlanta, Ga., D 
C. Bowell, supervisor of used 
product sales for Frigidaire division 
of General Motors, described the 
buying and selling of used products 
as an important and potentially 
profitable part of appliance merch 
andising. 

“When the trade-in ceases to be 
regarded as a problem and is con 
sidered a necessary part of the 
retail appliance business, the prob- 
lem will disappear,” Bowell said. 

Bowell pointed out that less 
than 16 “pane of the appliances 
in use today were pre-war. 

“A great many appliance retail 


ers still do not realize that their 
methods of selling are of the 1950 
vintage,” he said. “The 1950 ‘cus 
tomers’ are gone—they bought long 
ago. Our job now is one of per 
suading customers to chang 
models—particularly the 84 percent 
who have purchased in the last ten 
years.” 

He suggested improvement in 
three directions to solve trade-in 
problems: 

1) Dealers should adopt proven 
appraisal techniques and set up a 
realistic buying policy for trade-ins. 

2) Dealers ought to accept prod 
uct reconditioning as an absolute 
necessity and set up properly for it. 

3) Appliance retailers should be 
willing to employ the same mer 
chandising principles to sell used 
appliances that have been used suc- 
cessfully by dealers in other types of 
retailing 


Builders’ Sales Abuses 


FTC asks NARDA to supply specific instances of 


unlawful discriminatory prices—NARDA, 


in turn, asks 


dealers to cooperate in supplying this data 


John W. Gwynne, chairman of 
the Federal Trade Commission, 
has asked the National Appliance 
& Radio-T'V Dealers Assn. to sup 
ply examples of unlawful discrimi 
natory prices on appliances. 

Ihe request, in reply to a letter 
ent to the FTC on behalf of 
NARDA’s board of directors (sec 
October's Evecrrica MErrcHan 
DISING, page 188), said, in part 

If, as your letter states, appliances 
purchased by builders are actually 
being diverted into retail channels 
on a relatively large scale, and if 
it can be shown that this practice 
results or may result in a substan 
tial lessening of competition, a 
tenable theory of law violation 
can be supported. 

“It will be appreciated, there 
fore, if your association or its mem 
bers woukl supplement your charge 
of unlawful discrimination in price 
by supplying information concern 
ing specific imstances in which the 
products of a particular manufac 
turer have been diverted into re 
tail channels, with consequent in 
jury to the competition of 
independent appliance dealers. In 
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this connection, it is requested 
that you identify the manufacturer 
involved, the builder who is alleged 
to be selling to consumers, and 
the independent dealer or dealers 
whose inability to compete has 
been impaired, 

“Upon receipt of such infor 
mation you are assured that this 
matter will be given careful con- 
sideration with a view to deter 
mining the proper action to be 
taken.’ 

NARDA officials say that they 
are gathering this information and 
compiling it for presentation to 
the Commission as a supplement 
to the responses from many of 
the 15,000 dealers surveyed by the 
issociation earlier this year which 
showed the extent of dealer con- 
cern over the looseness with which 
builder sales have been monitored 
by manufacturers. The associa 
tion has issued an invitation to 
ippliance dealers throughout the 
country, whether NARDA mem 
bers or not, to send reports on 
builder sales abuses to its head 
quarters at 1141 Merchandise Mart, 
Chicago 54, Il 
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A SUBSIDIARY OF THE MAGNAVOX COMPANY 



























































MONOCHROME TELEVISION 
COLOR TELEVISION 





PORTABLE TELEVISION 
PORTABLE PHONOGRAPHS 








HIGH FIDELITY PHONOGRAPHS 








AND RADIO PHONOGRAPHS 
HOME RADIOS 

PORTABLE RADIOS 

2100 W. Dempster + Evanston, iIilinols - Telephone UNiversity 2-4000 
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ALWAYS 
GUARDS 
YOUR 

PROFITS 


It’s true. Ask a Sentinel Distributor or Dealer. 

They’ll tell you they’re making realistic profits because 
there’s no price cutting with Sentinel... no “annual 
line’”’ dumping .. . no “buckshot’’ franchising. 


They’ll tell you they’re enjoying year ’round volume 
sales ... greater profit margins... no inventory 
problems . . . with Sentinel’s easy step-up features 
and competitive prices. 


Sentinel always guards their profits. Sentinel 
Distributors and Dealers look forward with confidence 
to the big fall selling season. 

If you would like to join their select company, write 
today for the complete Sentinel story, ‘‘Plans of Action 
1-2-3,”’ or write, wire or phone the Sales Manager 

if you have immediate plans of action of your own. 
There may be a franchise open in YOUR area. 
























Gontinal 


A Subsidiary of the Magnavox Company 
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P’ Give FREE 51995 Hassock Chest 


WITH EACH ALL-NEW EUREKA SUPER ROTO-MATIC! 
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MODEL 910 Styled 


in Iridescent Yellow 
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i and Silver Gray 
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Rolls on 
4 Rubber Swivel 
Wheels 





Complete With 8-Piece Set 
{- of Deluxe Cleaning Tools 


’ : a at > mast of ary 

t~ Pat eee Guaranteed by ~ 
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Pras soveanin® 


Promote this "East Seller 


EUREKA 


Roto-Matic Model 805 


OFFER $ 95 COMPLETE 
AT WITH TOOLS 


FORMERLY $69.95 
Roto-Dolly slightly extra— optional ! 















EUREKA 


Super Automatic Model S-255 


= gap wae 


Beats, Sweeps and Suction Cleans! 
No Dust Bag To Empty! 
Power-Driven “DISTURBULATOR™ 
removes embedded dirt, 
hair, threads. 
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Order your mats and posters now! 


YOU CAN'T MISS! Christmas shoppers will be Get your Christmas Promotion 


quick to like this sensational Free $19.95 Hassock going at once! 
gift. Finished in beautiful Bolta-Flex, it’s a useful 


premium with real value. CH 




















Featured in your promotion newspaper ads it is 
sure to pile in Christmas sales on the marvelous 
new Eureka Super Roto-Matic Model 910 at $69.95. 
When you promote, you sell—-it’s as simple as that. 


Then too, your customers will prefer the power- 
ful new Eureka Super Roto-Matic 910 with its 
tremendous suction, double-size dust bag and new 
deluxe cleaning tools, including special floor-wall 


brush at no extra charge. 


Note! Special Christmas poster 17” x 22” in flaming 
colors, features special Christmas offers on 
all 3 Eureka Models. 


EVREKA WILLIAMS CORPORATION, BLOOMINGTON, ILL. 
In Canada: ONWARD MANUFACTURING CO., LTD., Kitchener, Ontario 
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EUREKA’S big colorful Christmas 
Ads in LIFE, POST 

and GOOD HOUSEKEEPING 
will put sure-sell 
in your local 
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duratub 


Appliance Styled to Match 
Modern Laundry Equipment 


» _ 
"i > 


Outstandir g Feature of 
Standard and Deluxe 


Model duratubs 


eas tein built 
s16F 


teageilte 
tlee white 
f 
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The new deluxe 

Model 9TD dura- 

tub eliminates hose Model 97D 
handling, puts hoses where they Patents Pending 
belong ... out of sight. Washer hoses perma- 
nently attach to exclusive Handiflo* double 
drain at back of tub and are trouble free. Hoses 
are not handled or seen during suds re-use or 
waste water draining. Top cover extends over 
entire top of tub... can be left in place while 
tub is being used with washer. duratub’s deluxe 
Model 9TD is also ideal for single hose wash- 
ers. Drain hose is permanently attached... 
eliminates need for additional drain. 


Easy to install — very lightweight 
duratub's beauty and quality pleases your customers. 


Keeps your customers coming to you for many other 
home appliances. 


ideal for small space. 
A high profit item it pays you to carry and recommend. 


DIAGRAM OF HANDIFLO CONNECTIONS 
hn 7 


The standard Model 9TC duratub has all 
of the fine features of the Deluxe duratub 
except the Handifio double drain. 


The original and fastest selling 
Fiberglas Laundry Tub. 


duratub 


For Complete details write 


Nationally 
Advertised 


Model 9TC 


E. L. MUSTEE AND SONS, INC. 
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IT MAY LOOK LIKE something developed by Rube Goldberg but this apparatus has 
made possible the study of the effect of air ionization on persons suffering from 
air-borne allergies. Scientists like Dr. igho Kornblueh (above) used the ion counter 
and generator developed by Philco engineers in determining that negative ionization 


provides relief for hay fever victims. 


Relief from Hay Fever . . . 


is possible by ionization of the air, new 


studies show. Philco, which has helped in the research, 


will incorporate advance in two new air conditioners 


Phileo Corp. last month pro 
duced impressive evidence that air 
ionization produces relief for hay 
fever sufferers. The proof was con 
tained in a detailed report on work 
done at the University of Pennsy] 
vania Graduate School of Medicine. 

l'o the surprise of no one, Philco 
1 week later revealed that an air 
ionizer would be incorporated in 
two of its 1957 air conditioner 
Ihe negative ion generator, to 
gether with a highly efficient ait 
filter, will be known as an “‘ioni 
tron” and will be available on two 
one hp. models. (The Philco line 
includes 15 air conditioners in six 
CTICS) 

The studies indicate that nega 
tive ionization “is beneficial in the 
rclief of symptoms caused by air 
borne allergies.” (The report also 
noted that positive ionization not 
only failed to produce any measure 
of relief but in many instances 
ictually caused increased irritation 
and discomfort.) 

The research was carried out bi 
Drs. George Piersol and Igho Korn 
blueh of the University and Forrest 
Speicher of Philco’s advanced 
studies group. Work was done at 
Graduate Hospital and at North 
eastern Hospital in Philadelphia 


“A total of 53 patients having 


symptoms of hay fever were treated 
with negative ionization,” Dr 
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Piersol reported. “Of these patient 

33 (or 62.2 percent) received partial 
to complete relief. Of particular 
interest was the group of 19 pa 
tients who at the time of exposurc 
had severe symptoms. In this group 
11 obtained marked relief, seven 
became free of all symptoms and 
one patient did not respond.” 

Relief was experienced only dur 
ing the duration of exposure to 
negatively ionized air and symp 
toms recurred again within two 
hours after the patients returned to 
a normal atmosphere. 

I'he studies were made possibl 
by using an electrostatic ionizer and 
an improved monitoring or count- 
ing device developed by Philco 

rhe study of ions (the negative 
and positive electrical charges in the 
atmosphere) has been going on for 
100 years but their apparent signifi 
cance to the physical well being of 
man has been the object of keen 
research for only 25 years 





Marketing Brief 





@ Sales of room air conditioners 
during the 1956 summer season 
will exceed the 1.5 million units 
forecast early in the year, according 
to the Air Conditioning and Re 
frigeration Institute. 
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Here Now! NEW CHEVROLET 
TASK:-FORCE 57 TRUCKS! 























FIRST with the MOST 
modern features 


They're out to save you hours and dollars remarkable stamina and dependability. There's fleet - 
action power in Chevy’s outstanding engine line-up 


on any hauling job...and they've got big for '57—with modern versions of the famous Thrift- 

master and Jobmaster 6's, efficient short-stroke 
new power plus the modern features that Trademaster V8’s and sensational new 283-cu.-in. 
make it a sure thing! They put you way Taskmaster V8’s! 


ahead with time- and work-saving advan- Other way-ahead '57 features include advanced 
Ball-Gear steering, high-output 12-volt electrical sys- 
tem, modern tubeless tires and great optional (extra 
cost) features such as no-shift Hydra-Matic and 
Again, in 1957, Chevrolet light- and medium-duty Powermatic transmissions! 

trucks bring you the industry’s most advanced 
features—new developments that have already been 
proved in a history-making preannouncement test 
run! (See below.) 


tages you won't find in any other truck! 


Be sure to check the new cab features, too... the 
handsome new upholstery, the new steering wheel, 
the new exterior colors. Your Chevy dealer has all 
the details, so see him soon! . . . Chevrolet Division 
For ’57 there’s bold new styling to match Chevy’s of General Motors, Detroit 2, Michigan. 


Alcan Highway Test Run eS 
Proves Chevrolet Ruggedness! \& keep 


In an AAA-certified endurance run, 6 light-, medium- and heavy- 
duty trucks carrying typical cargoes roared up the 1,520-mile Alcan 
Highway (normally a 72-hour run) in less than 45 hours! In dramatic 
fashion, new Chevy trucks conquered one of the world’s most 
challenging roads to display the great performance qualities they’!l 





bring to your roads! 
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othing Has Ever Hit the Industry like 
the NORGE Digpenser Wheel! 





Why is the new Norge Dispenser Wheel Washer going over BIG —every- 
where? Because it has the first and only way to add Water Conditioner 
automatically ... Because it gives dealers a red-hot floor demonstrator... 
and because it’s backed by the strongest dealer-supporting campaign in 
automatic washer history, including $60,000 “Wheel of Fortune’ Contest, 
a huge national ad program, and plenty of Co-op newspaper ads, radio and 
TV commercials! But that’s not all! The Norge Dispenser Wheel program 
also provides dealers with two special give-away sales clinchers: 


FREE CASE OF CALGON! You give a 
12-box case of regular-size Calgon” free 
to every customer who buys a Norge 
Dispenser Wheel Washer! 





2-FOR-1 OFFER! You give two brand 
new linen ladies’ handkerchiefs in ex- 
change for any old, clean handkerchief 
brought in by a customer. You use this 
handkerchief for the famous Norge- 
Calgon Mason Jar Test—to prove to 
them Norge removes discoloring film for 
up to 39% brighter, cleaner clothes! 
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FIRST 100% AUTOMATIC WASHER MADE! Has fabulous 
Dispenser Wheel, Hot-Warm Wash Selector, Warm-Cold 
Rinse Selector, Two Automatic Cycles, Fresh Water Super 
Rinse, 5 Year Warranty on transmission components and 
30-Day Satisfaction Guarantee! 
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Servel: Back to Gas 


Company sells its refrigeration compressor facili- 
ties to Bendix-Westinghouse Air Brake Co. in order to 
boost gas refrigerators, air conditioners, ice-makers 


Servel, Inc., will concentrate its 
production and merchandising ef 
forts on gas refrigerators, “‘all-year” 
gas ait conditioners, and automatic 
we-makers, according to an an 
nouncement by Duncan C 
Menzies, Servel president 

Servel recently sold its facilities 
for the manufacture of refrigeration 
compressors to Bendix-Westing 
house Automotive Air Brake Co 
Servel went into electric refrigera 
tor production in 195] 

The Bendix-Westinghouse pur 
chase included the facilities of Ser 
vel’s commercial refrigeration di 
vision, in Evansville, Ind., 124 
icres Of land, and two buildings 
with 350,000 square feet of manu 
facturing space 

In commenting on the sal 
Menzies said: “The sale provides 
Servel with additional working cap 
ital for its program of greater con 
centration on the manufacture and 
merchandising of gas refrigerators, 


all-year gas air conditioners and 
iutomatic ice-makers (for other 
manufacturers as well as ourselves).” 

Price of the sale was not r 
vealed 

John R. Morrill will be ap 
pointed general manager of the 
new Bendix-Westinghouse Evans 
ville division. He is vice president 
of Servel, Inc., and general man 
ager of its commercial refrigeration 
division, ‘The company plans to b« 
in production on refrigeration com 
pressors during November. 

Bendix-W estinghouse will sell it 
products to other manufacturer 
and will not make consumer prod 
ucts, according to a company stat 
ment 

Bendix-Westinghouse is a joint 
subsidiary of Bendix Aviation Corp 
and of Westinghouse Air Brak 
Co. It has no connection with th 
Bendix home appliance division of 
Avco Manufacturing Co. or with 
Westinghouse Electric Co. 


New Dryer Function 


Wash-and-wear material can be pressed in a 


modern tumble dryer with or without washing; complete 
washing-drying process takes less than an hour 


New machine-dryable, wash-and 
wear suits that can be ready for 
wear within an hour and may prove 
a boon to the dryer industry wer 
unveiled in New York City recently 
by E. I, Du Pont de Nemours & 
Co. The time it takes to ready the 
suit for wear is no more than the 
full eycle of an automatic washer 
plus the drying period of the mod 
em tumble dryer 

Men’s lightweight suits, soiled 
from many days of wear, can now 
emerge from a home dryer wrinkle 
free, with original creases, and 
ready for wear—with no pressing 
This was demonstrated several 
times before an audience of editors 
at the New York press conference 

It was shown how fabrics con 
taining a high percentage of Du 
Pont man-made fibers with care 
fully-controlled special garment 
construction, plus advanc cs in 
home laundry equipment, make it 
possible to revitalize men’s suits in 
this short time 

With the new material, tumble 


drving at 160 to 170 degrees 


PAGE 128 


Fahrenheit for approximately 20 
minutes effectively removes wrin 
kles due to wearing and washing 
It seems that, at this temperature, 
the molecules within the fibers be 
come more mobile, and they r 
turn to the equilibrium position 
from which they are forced when 
1 fabric is wrinkled 

Additional Consideration, In ad 
dition to the tumble drying, an ad 
ditional consideration is the need 
to continue the blower and the 
tumbling action for five to 10 min 
utes after the heating element is 
shut off. This permits the clothes 
to be cooled while they are still 
being tumbled, avoiding the wrin 
kling that might occur if the 
clothes are allowed to stand whilk 
hot under the weight of the dr 
er's load of garments. Since mois 
ture is not required for the tum 
ble dryer to remove wrinkles from 
fabrics of these fibers, the tumble 
drver is also effective in removing 
wrinkles from a dry suit, serving as 
a convenient pressing machine. 

Creases and pleats which have 





Miss Wisconsin 








H. A. BUMBY, president of Speed Queen Corp., introduces Miss Wisconsin of 1956 
to the Speed Queen sales organization at their annual convention in Ripon, Wisc. 


been properly pressed into wash 
ind-wear fabrics with a content of 
65 percent or more “Dacron” or 
70 to 75 percent or more “Orlon” 
icrylic fiber persist through re 
peated washings and tumble dry 
ings. 

Some Dryers Can. Du Pont says 
that a number of the 1955 tumble 
dryers can be operated in the 
proper temperature range and that 
several provide for a cool tumbling 
period. It is anticipated that more 
and more new dryers will be ad 
justable. 

Du Pont points out that adop 
tion of the suits will make many, 
new model home tumble dryers 
virtually pressing machines as well 
It is stressed that tumble dryers 
with a 20-minute low temperature 
cycle of 160 to 170 degrees and a 
five- to 10-minute cooling cycle 
after the heat shuts off are needed 
to take full advantage of this ad 
vance in material 

I'he new suits, which take full 
idvantage of the automatic home 
laundry, will be 
public in the spring 


Sound Expands 


Sound, Inc., Chicago, and it 
wholly-owned subsidiaries, The 
Pentron Corp. and Star Products 
Co., has recapitalized and added 
six new members to its board of 
directors, according to Theodor 
Rossman, president 

The company manufactures tan¢ 
recorders and other electronic 
equipment. Rossman says that the 
issuance of additional stock will 
enable the company to continuc 
to enlarge its scope of operation 

Officers of the board of directors 
are: Theodore Rossman, president; 
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available to the 


Irving Rossman, vice-president; and 
Bernard Sahlins, treasurer. In 
addition, the board includes: Rich- 
ard Dooley, former vice president 
of Admiral Corp.; Henry Straus, 
vice president and member of the 
board of directors, Inland Steel 
Co.; Jerome Kahn, former presi 
dent of Standard ‘Transformer 
Corp. and now Electronic Indus 
try consultant; Kenneth C. Prince 
attorney and Electronic Industry 
Assn. executive; Alex Gianaras, 
president of Raypar Corp.; and 
I. Ben Berger, industrialist. 


Du Mont Realigns 


The receiver division of Allen B. 
Du Mont Laboratories, Inc., has 
realigned its sales assignments and 
is doubling its field sales force, ac 
cording to William C. Scales, the 
division’s sales manager. 

The change is aimed at intensi 
fying sales effort and working more 
closely with distributors and deal 
ers, 

Four zones have been established 
in the new move, with the follow 
ing men promoted as managers for 
each area: eastern zone, R. F 
Cheshire; midwest zone, John Fraw 
ley; southern zone, James W 
Shackleford; western zone, George 
M. Hakim. Each zone will con 
tain several sales regions, where 
staff additions will be made. 

“This realignment further re 
flects Du Mont’s continued belief 
that problems at the distributor 
ind dealer level should be recog 
nized by the manufacturer,” Scales 
said 

He pointed out that the zone 
organization, by shortening the 
span of control, brings the manu 
facturer closer to the distributor 
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adds new value-packed line of 
beautiful gas ranges 


The best-looking, best-cooking ranges at the price 
you'll find anywhere .. . Caloric’s brand-new ‘'Com- 
panion” line. Includes four models: 36” Deluxe 
(shown), 30” Deluxe, 36” Standard, and 30” Standard. 


The new Caloric ‘‘1 Series’’ is smart and modern in 
design .. . and packed with outstanding sales features: 


light, concealed oven vent, clock-timer, outlet. 








e All burners hi-speed—4 giant, hi-speed, 12,000 
BTU top burners for fast, fast cooking. 





e Big 4300 cu. in. oven holds 35 Ib. turkey, has 
newest silicone door seal, non-fog window, auto- 
matic heat control. 





@ All porcelain enamel, inside and out. Door handles 
and dials snap off for easiest cleaning. 





AND MANY MORE FEATURES to help you clinch sales! 
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Top o' the line . .. THE EXCLUSIVE 
CALORIC ULTRAMATIC GAS RANGE 
unequalled in every detail 

The world's most-wanted range . . . the ultimate in 
choice of features and years-ahead styling. The buyer 
can choose: two ovens or one oven plus Roto-Ray 
Barbequer .. . divided or cluster top burners... any 
of Grangecolors .. . oneortwo Thermo-Set top burners 
... backguard lighting in any of 4 colors. 


Give your customers complete choice of features and 
prices. Buy the line that builds sales—Caloric! 


CALORIC APPLIANCE CORP., TOPTON, PA. 
RANGES - DRYERS - BUILT-INS - DISPOSERS 


1956 





@ Thermo. Set top burner makes every pot and pan “automatic”! The sensing 





element keeps food at the exact temperature set 0 
Set practically setis the range 


trate it and Thermo 


( caleeelieetlienertienertieeertioeelieeetieentietlanettaesticeedieetieettetiontanetmtteatcatentian | 


CALORIC APPLIANCE CORPORATION 
DEPARTMENT EM, TOPTON, PENNSYLVANIA 


Please send me more information on the full Caloric line 





Address = 





— lone State 
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GAMBLE STORES 
ELECT UNIVERSAL 
SEWING MACHINES 


Me AES 





Tom Ferguson of Gamble-Skogmo and Bob Bergland of Standard Sewing 
closing the deal on Universal Seu ing Machines 


MINNEAPOLIS, MINN., — Gamble-Skogmo, Inc., operating Gamble 
Stores, one of the nation’s largest distributors and dealers of elec- 
trical appliances, has just announced its decision to handle the 
UNIVERSAL Sewing Machine line exclusively. According to Mr. 
Ferguson, the final decision came after a comprehensive study of 
the field... and was based on several winning facts: the Universal 
is a complete line, covers all price brackets, and is backed up pro- 
motionally every step of the way... from distributor to consumer. 


HOLLYWOOD PROMOTION 
launches greatest season! 


Greatest promotion in the 
sewing machine field 
Endorsement by Para- 
mount Pictures’ Academy 
Award Winning Ward 
robe Designer, Edith 
Head, will sell the Uni 
versal Sewing Machine 
in America’s top national 
magazines 


UNIVERSAL BACKS UP DEALER 
AND DISTRIBUTOR WITH 
Counter Cards 
Booklets 
Streamers 
Hang Tages 
Cooperative advertising 
Brochures 
Vewspaper mate 


Direct Mail 





MR. DISTRIBUTOR: 
Profit on the fastest selling sewing machine line in America today. 
Write or phone today for complete information and literature 


STANDARD SEWING EQUIPMENT CORPORATION 


WEW YORK: 76 9th Ave., WAtkins 4-6730 
CHICAGO: 833 W. Jackson Bivd. CHesapeake 3-3454 
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The network schedules of color television for the month of November include 
the following programs: 


NBC Matinee Theoter 


Lux Video Theater 


Robert Montgomery Presents 
Jonathon Winters Show 


Lux Video Theoter 


Goodyear Playhouse 


12, 8-9:30 EST, NBC——Producers’ Showcase “‘Jack & the Bean Stalk’’ 


Lux Video Theater 


TV Opera Theatre “‘La Boheme’’ 
Robert Montgomery Presents 


“Our Mister Sun’ 
Jonathon Winters Show 


24, 9-10:30, EST, NBC Saturday Spectacular ‘‘High Button Shoes 


25, 9-10:30 EST, NBC-——Halimark Hall of Fame ‘Man & Superman 
NBC Matinee Theater 


NOV. 1-2, 3-4 EST, NBC 

NOV. 1, 8:30-9:30 EST, CBS—-Shower of Stars 
NOV. 1, 10-11 EST, NBC 

NOV. 2, 8:30-9-——EST, NBC——Walter Winchel! Show 
NOV. 2, 9-10 EST, NBC——The Chevy Show 

NOV. 3, 8-9 EST, NBC-—Perry Como Show 

NOV. 3, 9-1! EST, CBS——Ford Star Jubilee 

NOV. 4, |.1:30 EST, CBS——Heckle & Jeckle Show 
NOV. 4, 9.10 EST, NBC-—Alcoa Hour 

NOV. 5-9, 3-4 EST, NBC——NBC Matinee Theater 
NOV. 5, 9:30-10:30 EST, NBC 

NOV. 6, 7:30-7:45 EST, NBC 

NOV. 6, 8:30-9 EST, NBC-——Nooh’s Ark 

NOV. 6, 9:30-10 EST, CBS——Red Skelton Show 
NOV. 7, 8.9 EST, CBS-—Arthur Godfrey Show 

NOV. 7, 9.10 EST, NBC-——Kraft TV Theoter 

NOV. 8, 10-11 EST, NBC 

NOV. 9, 3:30-4 EST, CBS-——Bob Crosby Show 

NOV. 9, 8:30-9 EST, NBC-——Walter Winchell Show 
NOV. 10, 8-9 EST, NBC——Perry Como Show 

NOV. 11, |-1:30 EST, CBS——Heckle & Jeckle Show 
NOV. 11, 9-10 EST, NBC 

NOV. 12-16, 3-4 EST, NBC—-NBC Matinee Theater 
NOV. 

NOV. 13, 7:30-7:45 EST, NBC——Jonathon Winters Show 
NOV. 13, 8:30-9 EST, NBC——Noah’s Ark 

NOV. 13, 9:30-10 EST, CBS—Red Skelton Show 
NOV. 14, 9-10 EST, NBC-——Kraft TV Theater 

NOV. 15, 10-11 EST, NBC 

NOV. 16, 3:30-4 EST,CBS—Bob Crosby Show 

NOV. 16, 8:30-9 EST, NBC—Walter Winchell Show 
NOV. 17, 8-9 EST, NBC——Perry Como Show 

NOV. 18, |-1:30 EST, CBS—Heckle & Jeckle Show 
NOV. 18, 2.4 EST, NBC 

NOV. 19-23, 3-4 EST, NBC——NBC Matinee Theater 
NOV. 19, 9:30-10:30 EST, NBC 

NOV. 19, 10-11 EST, CBS 

NOV. 20, 7:30-7:45 EST, NBC 

NOV. 20, 8:30-9 EST, NBC-——Noah’s Ark 

NOV. 20, 9:30-10 EST, CBS——Red Skelton Show 
NOV. 21, 8-9 EST, CBS—-Arthur Godfrey Show 
NOV. 22, 8:30-9:30 EST, CBS—Climax 

NOV. 22, 10-11 EST, NBC—-Lux Video Theater 
NOV. 23, 3:30-4 EST, CBS—-Bob Crosby Show 
NOV. 24, 8-9 EST, NBC——Perry Como Show 

NOV. 

NOV. 25, |-1:30 EST, CBS——Heckle & Jeckle Show 
NOV. 

NOV. 26-30, 3-4 EST, NBC 

NOV. 


26, 9:30-10:30 EST, NBC-——Robert Montgomery Presents 





NOV. 27, 7:30-7:45 EST, NBC 


Jonathon Winters Show 


NOV. 27, 8:30-9 EST, NBC——Noah’s Ark 
NOV. 27, 9:30-10 EST, CBS—Red Skelton Show 
NOV. 28, 8-9 EST, CBS—Arthur Godfrey Show 
NOV. 28, 9-10 EST, NBC—Kraft TV Theoter 


NOV. 29, 10-11 EST, NBC 


Lux Video Theoter 


NOV. 30, 8:30-9 EST, NBC——Walter Winchell Show 
NOV. 30, 9-10 EST, NBC—-Chevy Show 


Thor Changes Name 


Shareholders of ‘Thor Corp., 
Chicago, at a special meeting Oct 
4, voted to change the name of the 
company to Alhed Paper Corp. 

he alteration in the company’s 
name was made because “the cor 
poration is now primarily active in 
the paper industry,” according to 
Arnold H. Maremont, board chair 
man. He said a name more closely 
identified with the company’s major 
occupation is preferable. 

Chor Corp. has long been iden 
tihed as a manufacturer of major 
ippliances, but it recently turned 
its attention to paper manufactur- 
ing in an “asset conversion” pro- 
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gram begun a little over a year ago 
It is now a large producer of book 
and specialty papers with mills in 


Kalamazoo, Mich 


Lewyt Eyes Europe 


Alex Lewyt, president of Lewyt 
Corp. recently confirmed industry 
reports that he soon will enter the 
Furopean market with his com- 
panys vacuum cleaner on big 
wheels. He announced the ap- 
pointment of Martin M. Wess as 
the company’s European repre 
sentative. 

Wess will act as general liaison 


1956—ELECTRICAL MERCHANDISING 


York, the greatest name in commercial and 
industrial air conditioning and refrigeration 
since 1885, is now allied with Borg-Warner for 
the biggest all-out drive ever on the domestic 
air conditioning “front”. The most impressive 
arsenal of sales weapons ever assembled is 
massed for the attack-——power-packed advertis- 
ing and promotion programs aimed at both the 
national and local level a fine array of new 
products packed with revolutionary features 
dynamic new selling concepts bold innova- 
tions. Your York distributor will soon have 
details on this outstanding profit opportunity, 


**eeees 
*eeeees 
ebtbdd dt TTT Tee 
Pee esses 
ee 


DISTRIBUTORS ! 


. 

> 

>. 

>. 

>. 

_ 

o 

° In line with their new e 

: ' » York 
still 
: able for 

s or enti ha sditioning inne 
: OD Cassatt, ¢ ommercial Dj. 
M 
° 
7 


Pennsylvania Do it today! 


D ’ ’ 
on't miag York's Fall Saies Conventions 
Miami Beach, Nov. 8-9-10 


7 

© 

7 

7. 

. 

. 

. 

* 

. 

. 

vision Sal 
©s Manager, York Corporation, Y k : 
« ; OrKk, * 

. 

7 

. 

. 

. 

. 

. 

* 

. 

. 


UTURE and FORTUNE Now Lies With 


SUBSIDIARY OF BORG. WARNER 
131 


ELECTRICAL MERCHANDISING—NOVEMBER, 1956 












































How Many of Your Customers Have Antennas 


"FOR THE BIRDS" 


No television receiver is better than its antenna! If you want satis- 
fied customers, if you want to cut way down on warranty service 
calls ~~ sell a Winegard with every set! Even if your customer has 
an outside antenna, chances are it’s no more than an unattractive 
ornament. Most antennas deteriorate in a few years due to weather 
and corrosion. Connections become loose, elements bent, signal 
transmission is blocked by corrosion and deterioration. Result: 
Poor reception, You get the blame. Don’t take chances! Sell a 
Winegar ssh sell the set! Remember, too, you make a full 
profit on every Winegard, and they're easy to sell with every set! 


For Brilliant Black and White Reception Now ... for Vivid 
Color Performance Anytime! 


Winegard 


Color’ceptor “Golden Tone” jnrsnwas 


ANTENNAS 
World's Most Beautiful Antenna 
. » « anodized in gleaming gold for longer life! 


Here's the finest antenna ever 
designed for difficult or fringe 
area reception. Equipped with the 
amazing new “Power Pack” and 
patented “Electro Lens,”"* it pro- 
vides the highest front-to-back 
ratio of any antenna on the mar- 
ket. Sensitivity is boosted up to 
47%. And the high degree of 
horizontal directivity makes it 
ideal for areas where multi-path 
signals create reflections of 
ghosts. It's the one antenna gwar- 
anteed to out-perform any other 
antenna, or money back! Gives 
perfect color or black and white 
reception on all 12 VHF channels 
Model CL-4, 11-element Color’ceptor 
$29.95 retail 

Model CL-4X, 18-element Color’ ceptor 
(with Power Pack) $44.90 retail 

*Pat. No. 2700105 

EVERYTIME YOU SELL A SET—SELL A WINEGARD! 


(The Antenna that Sells Like an Appliance) 


NATIONALLY ADVERTISED! Soturday Evening Post, Better Homes & Gardens, House 
Beautiful, Town Journal, Farm Journal, TV Guide, Sunset, other leading magazines. 

























































































































































































































































See Your Jobber today — or write 


Ge Winegard compay 


3000 Scotten Bivd., Burlington, lowa 














for marketing and sales. He wil! 
conduct a series of surveys to de- 


| termine manufacturing plants best 


qualified to be licensed to produce 
Lewyt cleaners. His headquarters 
will be in Paris 

Lewyt said that he expects to be 
in Paris sometime this fall to 
review Wess’s findings. He said 
that it is likely one or more manu 
facturing plants will have been 
found by the time he visits Paris 
and that negotiations will start 
while he is abroad. 

“I hope to return from Europe 
with an announcement that at least 
one manufacturer has been licensed 
to make the Lewyt cleaner,” he 

id 


Just a Toy? 


Manufacturers do have their 
problems 

Take Electrolux, for instance 
The company, like many another in 
the appliance field, is jealous of its 
trade mark and name. And recently 
toy vacuum cleaners marked “G. 
Electrolux” have been appearing in 
retail stores across the country. 
The toys were a product of Japan. 
And Electrolux had not authorized 
the use of its name or trade mark 
for such products. 

The result was a complaint filed 
with the Bureau of Customs. Last 
month the Bureau took action, halt 
ing the unauthorized importation of 
the toy cleaners. 








Manufacturer Briefs 





¢ The National Safe Transit Story, 
a 17-minute 16 mm. film in sound 
and color, has been prepared. It 
deals with the safe transit of pack 
aged products. Purchase and loan 
requests by certified manufacturers 
and laboratories should be directed 
to the National Safe Transit Com 
mittee, Associations Building, 1145 
Nineteenth St. N.W., Washington 
6 Ee. te 


@ McGraw Electric Co. announces 
a major plant addition at Albion, 
Mich. Scheduled for 1957 com 
pletion, the new facilities will be 
used to manufacture Coolerator 
room and residential air condition 
ers, dehumidifiers, and ‘window 
fans.” 


eSome 275 Frigidaire dealers in 
the Detroit area attended the dedi 
cation of Frigidaire’s new training 
school which opened Oct. 3 at 
General Motors’ Detroit ‘Training 
Center 

© A new firm, Chromalox, Inc., of 
Murfreesboro, Tenn., has taken it: 
name from the line of electric heat 
ing equipment made by the parent 
company, Edwin L. Wiegand Co 


e The Remington Rand Co., as a 
result of a new capital investment 
conservatively estimated at $700, 
000, has begun to turn out the first 
electric razors in Argentina. Pro 
duction of the shavers will begin 
soon in Chile and Brazil. 


Rollectric Shavers .. . 


. . are introduced by Remington at New York 


press conference; company plans huge consumer promo- 


tion to boost sale of new shaver 


Remington Rand division of 
Sperry Rand Corp. unpacked its 
latest electric shaver in New York 
City recently. Members of the 
press heard Sal, the Barber, Maglie 
of Dodger pitching fame-—tell of 
close shaves in the bathroom ra- 
ther than on the baseball diamond 
Maglie was introduced by TV an- 
nouncer Dick Stark. 

The new cutting instrument is 
called the Rollectric. Its makers 
anticipate that it will accelerate the 
rapidly-growing trend toward shav 
ing electrically. 

he difference between the new 
electric shavers and those that have 
come before, according to a com 
pany spokesman, is that the Rol- 
lectric features serrated roller 
combs, making it possible to de 
press the skin surrounding the 
whiskers so that the hairs are 
clipped below the ordinary shaving 
level. The roller-combs, it is said, 
also add to the comfort of the op- 
eration 
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A multi-million dollar advertis 
ing campaign will be used to back 
the new shaver. Two network TV 
shows, full four-color pages in na 
tional magazines, outdoor posters, 
ind complete promotion kits, in 
cluding newspaper ads and mats, 
point-of-sale displays and other 
sales helps for retailer use, are in 
cluded in the campaign. 

Remington sales executives antic- 
ipate that the new shaver will help 
to expand the growing electric 
shaver market. They point out that 
electric shaver sales for 1956 are 
expected to be nearly 200 percent 
higher than they were in 1951. 

Remington executives pointed out 
that 1957 will mark the 20th year 
that Remington has produced elec 
tric shavers. Since 1937, a total of 
20 million Remington shavers have 
been made. 

The new shaver will be available 
at appliance stores and other out 
lets in the near future. It is priced 


at $31.50. 
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Exclusive Hobart 
revolving power wash action. 


A dishwasher salesman with three arms? 


That's right, and that third arm is the WASH 
ARM from a KitchenAid Automatic Dishwasher. 
That very arm represents the big difference be- 
tween KitchenAid and any other dishwasher... 
and it is a real sales arm when you lift it from the 
dishwasher and show prospects how it is care- 
fully engineered to do a thorough job of washing 
dishes. KitchenAid’s wash arm represents the 
most powerful washing action that can be found 
in any home dishwasher. The large, precision- 
positioned openings are all angled differently 
but all are angled exactly right to cover every 
inch of the interior of the huge KitchenAid 
wash chamber. 


KitchenAid is built by Hobart, a name synony- 
mous with food, kitchen and dishwashing ma- 
chines that DO THE JOB in hospitals, restau- 
rants and hotels all over the world. There is no 
substitute for workmanship, a fact that is proved 
by the rarity of dealer service calls on KitchenAid 
Dishwashers. 

No other dishwasher has the powerful revolv- 
ing wash action of a KitchenAid. No other dish- 
washer has the separately powered blower fan 
that dries to sparkling, hospital-clean perfection. 
And there is a model in the broad KitchenAid 
line that is just right for any kitchen installation, 
regardless of plumbing situations. 


Write to The Hobart Manufacturing Co., KitchenAid Home Dishwasher Division, Dept. KEM, Troy, Ohio. In Canada: 175 Goonge Street, Toronto 2 
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KitchenAid offers the richness of Antique 
Copper or Satin Stainless Steel in the under- 
counter models along with gleaming White. If 
desired, it can be finished in a color to harmonize 
with any kitchen theme. Electric coffee mills and 
food preparers in the same exciting colors are 
available in the KitchenAid Electric Housewares 
line. And probably the most important thing to 
any distributor and dealer is the quality trade 
name of Hobart. 


hitchenAid 
The Finest Made..oy GE ' 


The World's Largest Manufacturer of 
Food, Kitchen and Dishwashing Machines 
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New survey reveals that 
an average issue of Readers Digest 
is read more than 168 million times 


In the Digests 32-million audience, the average 
person reads his copy at least five times. 


Advertisers can now evaluate 
magazines by “exposure days” 


Now for the first time, seven of America’s 
leading publications have been exam 
ined to determine the number of days on 
whic h an average issue is exposed to its 
readers 
This is 
ment of a magazine's value to the reader 


i important new measure 


and to the advertiser 


In one of the largest most « omprehen 
sive studies of markets and media ever 
Alfred Politz Research, Inc. has 
disclosed this fact 


made, 


A single copy of Reader's Digest, on 
the average, is picked up and read not 
just once—but more than five times by 


each reader 


Digest has most “exposure days” 


To measure the number of “times” each 
person reads the same magazine, Politz 
has counted the number of different days 
on which the reader picks up and reads 
He has found that each 
reader, on the average, turns to his « Opy 
of Reader's Digest on 5.3 different days 


the magazine 


These 5.3 “reading days” per reader, 
multiplied by the Digest’s 32 million 
readers per issue, give a total of 168 mil 
lion “exposure days.” This represents the 
minimum total number of “exposures” 
for a single issue of this magazine. This 
is more than three times the number of 





exposure days” found for any other pub 
lication studied 


Here are the seven publications meas- 
ured in the study 


® Life 


® Look 


® Reader's Digest 
® Saturday Evening Post 


© McCall's ® Good Housekeeping 


@ This Week 


What does this mean for business? 


It means that when you run a sales mes 
sage in Reader's Digest, you have at 
least five opportunities to catch the eye 


of the average reader 


You know that your issue will be read 
by more people more often than an issue 
of any other magazine measured 


Send for New Politz Study 


“A Study of Seven 
total audiences, 
number of reading days and total “ex 


The Politz report 
Publications,” reveals 
posure days” of the magazines. For a 
write Reader's Digest, 230 Park 
New York 17, N. ¥ 


copy 
Avenue 


Other facts revealed to help 
business sell more customers 


From this latest study, American busi 
ness will also have significant new mar 
keting information on the great mass of 
high-income consumers reached by these 
magazines — including the largest one, 


Reader's Digest. For example... 


Nation’s largest reading audience 
is nation’s largest sales market 


32 million people read an average issue 
of Reader's Digest. This is the largest audi- 
ence ever attracted to a magazine. 


Nearly one-fourth of the nation 10 years 
of age and older reads the Digest each 
month—more people than the combined 
populations of the 30 largest U. S. cities 


Over one-third of the high incomes are 
in Digest families, Among all people in U.S 
households with annual earnings of $7,000 


and over, 37.4% are Digest readers. 


Nearly a third of the total market for 
new cars, many household appliances and 
other products and services is provided by 
Digest readers alone —more total purchasing 
power than can be found among the readers 
of any of the other magazines. 


Nation’s largest 
magazine circulation 


Reader's Digest net paid circulation is 
11,024,410 — largest ABC circulation of any 
U. S. magazine 
788,353 copies per issue over the compara 
ble period a year ago when the Digest first 
began to ace ept adve rtising 


It represents a growth of 


Lowest advertising cost per copy 


Of the leading magazines, Reader's Digest 
offers the “cost per page per 1000 
circulation.” With about 3 readers per copy 
and more than 5 “exposure days” per reader, 
the Digest is unmatched by any publication 
in total audience and total exposures. 


lowest 


People have faith m eader’s Dige St eee 


The Nation’s Largest Magazine Audience 
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14,515 interviews like this, completed June 23, 1956, 
reveal new facts on family reading habits and purchasing . 
power of the nation’s great magazine-reading audience, This  ° 
national media study, conducted by Alfred Politz Research, 
Inc., is one of the largest, most comprehensive ever made, 
Here, Mrs. William Loock, Port Chester, N. Y., housewife 
and mother of three, discloses details to Politz interviewer. 
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“The Technical Committee of the Advertising Research 
Foundation carefully reviewed the scope and objectives 
of the study conducted by Alfred Politz Research, Inc 
for the Reader's Digest. The Committee was consulted 










on statistical procedures and survey design to improve, 
if possible, its usefulness to the entire industry. The 


survey report meets with the approval of the ARF.” 


BUF} -—~ 


A. W. Lehman, Director 
Advertising Research Foundation 
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Cooking Up Sales 








THESE 23 ‘short order chefs’ from the company’s national sales force learned 
what's cooking at Casco at a meeting held recently in Ridgefield, Conn. The meeting 


was conducted by Casco executives John J 
from right in the bottom row; Harry B 


Reidy, executive vice president, third 


Davis, vice president and general sales 


manager, center, bottom row; and Joseph Dunn, appliance division sales manager, 


third from left, bottom row 


Planning for a Strong Week 


National Electrical Week looks like a success, say 
its sponsors as they point to Westinghouse’s offer of exten- 
sive advertising and promotional help. 


National Electrical Week, which 
got off to a halting start this year, 
ippears to be a “certain success’ 
in 1957 

That's the opinion of Merrill E 
Skinner, chairman of the N.I..W 
committee, The program is timed 
for February 10-16 

Basis for Skinner's optimism is 
increased cooperation being shown 
throughout the industry this year 
I'ypical, he said, are the extensive 
plans being made by Westinghouse 
to tie in with this year’s activities 
he company’s activities alone will 
carry the story of N.E.W. into 50 
million homes. 

National level programs such as 
this will be yma by local 
observances, Skinner pointed out. 
Sponsoring these will be power 
suppliers, distributors, dealers, in 
spectors, manufacturers, contrac- 
tors, wiremen and eiectrical leagues 

Westinghouse has promised 
N.E.W. that it will: 

carry a special message on the 
promotion on the February 11 tele- 
cast of Studio One 

carry special spots on the four 
company-owned radio stations in 
Boston, Cleveland, Pittsburgh and 
San Francisco, 

—use an N.E.W, acknowledge- 
ment in magazine and newspaper 
advertising in February 
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devote an issue of its company 
paper to N.E.W, 

wovide executives to speak to 
loc if civic and service groups 

make available Betty Furness 
for photos and publicity. 

There is also a possibility that 
IV programs will be arranged in 
20 of the cities where Westing 
house has plants. Each show would 
be designed to increase the com- 
munity’s understanding of _ its 
plant and the electrical industry 


German Display 


A re-designed, full-range line of 
Siemens high fidelity radios and 
radio-phonograph combinations will 
be displayed by the Duffco Inter 
national Corp. at the Hi-Fi Show 
in Chicago, Nov. 2-5. Siemens is 
a West German concern 

Duffco will display about 20 
models of Siemens’ sets at the 
show. The company has a standing 
exclusive arrangement with Sie- 
mens for sale of their sets in the 
U.S. and also represents Siemens 
on components such as tubes and 
rectihers. 

Duffco sales offices are in Chi 
cago. The company also has execu 
tive offices in New York. 


New California Labs 


I'wo service laboratories, said to 
be the first of their kind on the 
West Coast, were opened recently 
by Sylvania Electric Products, Inc. 
Both are located at the company’s 
new southern California distribu- 
tion center on a five-acre site at the 
former Vail Air Field. 

Both facilities are engineering 
laboratories designed for research 
and developmental work on special 
problems, One is the receiving tube 
engineering laboratory, which is de 
oted to engineering field service 
in electronics, with emphasis on 
radio and television quality and en 
gineering problems of application. 

Second facility is the special 
lamps application laboratory, which 
services and develops special appli 
cations Of Sylvania’s special lamp 
products on the West Coast, par 
ticularly in the motion picture and 
defense industries 

In announcing the new labora 
tories, Sylvania also named a group 
of specialists to staff the new fa 
cilities 


Research Center 


Occupancy of the new research 
and advanced engineering center 
of Arvin Industries, Inc., is now 
nearing the 100 percent mark, ac 
cording to Edmund Ludlow, com 
pany vice president in charge of 
research activities. 

Located adjacent to the com 
pany s general administrative offices 
in’ Columbus, Ind., the research 


center was begun last winte: 
Gradual occupancy and use of it 
facilities was started in June. 

The center wil] serve the various 
Arvin divisions which manufacture 
automotive components, car heat- 
ers, radios, electrical appliances, etc 


Bogus Bags Barred 


The Lewyt Corp. is extending 
its efforts to stop the counterfeiting 
of its Speed-Saks (throw-away dust 
bags). The facsimile signature o 
Alex Lewyt, the company’s presi 
dent, appears on Speed-Saks nov 
being made at Lewyt’s Long Island 
City factory. 

Last March, Lewyt stepped up 
its activity to eliminate makers of 
bogus Speed-Saks. The name wa 
registered and patents obtained 
from the U.S. Patent Office. In 
addition, it gained the cooperation 
of the Better Business Bureau t 
warn dealers that counterfei 
Lewyt bags were on the market 

rhe BBB pointed out that boot 
leg bags often lead to burnt out 
motors. “Bootleg Speed-Saks often 
do not have proper porosity,” th 
bureau said. “As a result, some of 
the bags allow too much air and 
dirt to pass through with litt 
filtering, thus clogging the motor 
This leads to burn-outs. In addi 
tion, some imitation Speed-Sak 
burst under slight pressure.” 

Lewyt is now working with the 
bureau to issue another bulletin 
concerming the use of the pres! 
dent's signature as further evidence 
that a Speed-Sak is genuine 














AMERICAN HOME LAUNDRY 
MFRS. ASSN. 


10th National Conference 
Conrad Hilton Hotel, Chicago 
Nov. 1-2 


1956 HIGH FIDELITY SHOW 


Palmer House, Chicago 
Nov. 2-5 


NATIONAL ELECTRICAL MFRS. 
ASSN. 


Annual Meeting 
Traymore Hotel, Atlantic City, N.J 
Nov-12-16 


NATIONAL WARM AIR 
HEATING & AIR CONDITION- 
ING ASSN. 


Annual Convention 


Netherland Plaza, Cincinnati 
Nov. 27-30 


NOVEMBER, 
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AMERICAN HOME LAUNDRY 
MFRS. ASSN. 


Annual Meeting, Chicago 
Jan, 4-5 


WINTER MARKETS 


Merchandise & Furniture Marts 
Chicago, Ill. 
Jan. 7-18 


NATIONAL APPLIANCE & RADIO- 
TV DEALERS ASSN. 


Annual Convention 
Conrad Hilton Hotel, Chicago 
Jan. 13-15 


NATIONAL HOUSEWARES MERS. 
ASSN. 
Navy Pier, Chicago 
Jan. 17-24 
NATIONAL ASSN. OF HOME 
BUILDERS 


Conrad Hilton Hotel, Chicago 
Jan. 20-24 
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Left to right: Walter Hanner, Jr., Mrs. Donald Grate, 
Mrs. Charles Going. 


“‘REVCO is the chest freezer that's 
easiest to sell’’ 


“Revco large chest freezer sales are easy to make,” 
according to Mr. Walter Hanner, Jr., of Frozen Food 
Lockers in Dover, Ohio. 

“To begin with,” says Mr. Hanner, “fewer manufacturers 
are offering large chest freezers today — yet our rural 
families insist on the large chest sizes.” 

“I've tried other brands of freezers, but 1 know now 
that Revco has exclusive features that make a real 
impression on prospects. We can prove Revco’s Faster 
Freezing Action with the Demonstration Kit — and 
usually this demonstration is the sales clincher. 


es 


eVCO 


SPECIALISTS IN REFRIGERATION 





Revco Trend-Setting Products 


David Dewey, Hugh Sweet, Charles Dewey, Dick Dewey, Roy Dewey and E. C. Dewey. 





"WE HAVE SOLD 97 REVCO 
CHEST FREEZERS IN ONE MONTH” 





eS on Pena 


Left to right: Eugene Blaine and Walter Jones, 


“REVCO freezers are a good profit 
item for me” 


“Close to 10% of my profits come from Revco large 
size chest freezers,” says Euguene Blaine of Renton 
Refrigeration, Renton, Wash. “It boils down to this — 
we have little or no service problem with Revco. Our 
customers are satisfied and they tell others who, in 
turn, become Revco customers for us. Feature-for-feature 
we can prove that Revco has the best chest freezer.” 





REVCO’S convincing demonstration — John Fiocca, 
Revco District Manager, using the convincing Revco 
d tration proving (1) Revco faster 





freez action; (2) Flavor-Seving food 
tion; (3) Lower operating costs. 
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D&S Appliance on Rural Route No, | 
in Oberlin, Ohio, has handled Revco 
large chest freezers for four years 


“This year we expect to increase our 
Revco large chest freezer business by 
100%—and we are well on our way,” says 
Mr. L. M. Dewey of D&S Appliance. He 
adds that selling Revco is easy when he 
and his salesmen follow these steps: (1) 
tell the Revco product superiority story 
(2) prove it with the Revco Demonstra- 
tion Kit (3) be able to compare Revco 
with competition. 

Revco wins out on all three counts, 
continues Mr. Dewey, and “that is why 
Revco accounts for 12% of our profit!’ 


REVCO chest freezers 


are selling fast... 
AND HERE’S WHY: 


Only Revco has a complete line of large chest 
freezers in different price ranges. 


Revco can prove the lowest cost per cubic foot. 


Revco can prove (with a startling consumer 
demonstration) the fastest freezing action in 
the industry. 


Only Revco has the advantages of an all- 
aluminum liner with aluminum tubing bonded 
to the liner. 


&— qd ro —~- 


You are not really in the 
freezer business without 
the REVCO chest line 


SOCORRO OR eee SCRA O ORE R eee CeCe MRE C Ree eee 


REVCO, INC. waite 
Deerfield, Michigan 


Please rush the full story on the Reveo large chest freezer 
program. Prove to me— without a doubt —thet Revee end 
only Revco has a freezer line | can’t afford to be without. 
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Ask your clothes dryer 
distributor or write direct 
for prices on vents, pipe, 
flexible duct and dis- 
plays. Free literature to 
help you sell. 
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DRY-R-X COMPANY 6632 west SHORE DRIVE + MINNEAPOLIS 10, MINN. 








Anyone can deliver the largest appliance... 
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because /t balances the load/ 








PITY THE POOR FISH who's never used an Easload 
Appliance Truck. He's working too hard! 
Easload balances the load easily 
and safely, puts very little 
weight at the handles. One man 
can pick up or deliver 800 lbs. 
easily. Large wheels with cush- 
ion or solid rubber tires swing 
forward to load, backward to 
lock in balancing position 
Web belt...ratchet-type 
cincher rubber- covered, 
all welded tubular steel 
frame Only $57.50 
F.0.8. Los Angeles 


COLSON EQUIPMENT 
& SUPPLY CO. 


1317 Willow St., Los Angeles 13, Calit 


LASLOAD 


APPLIANCE TRUCKS 














TAKES ‘5 THE STRENGTH 


A 
witty 


* 
oR Slides 
y « { up and 
¥ down 
stairs... 
Slides 
in and 
ovt of 
trucks 
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Daffin Sold 


All rights to manufacture and 
distribute Daffin humidifiers have 
been sold by Daffin Manufacturing 
Co., Lancaster, Pa., and the Lan 


caster Engineering Corp., Hazk 
ton, to the Hermidifier Co., Neffs 
ville, Pa 

The transaction includes all in 


ventories of completed units and 
spare parts as well as manufacturing 
tools and materials 

According to Paul A. Hert, presi- 
dent of the newly-formed Hermidi- 
her Co., there will be no interrup 
tion in delivery of Daffin units or 
spare parts to Dafhn distributors 
Che company is already producing 
Daffin Humidifiers and, in addition, 
is working on several new products 
to tap sales opportunities for hu 
midifying equipment in many 


fields 


new 


Transistor Life 


Replacement of transistors in 
portable radios and other electronic 
equipment may never be necessary 
if they are used within the limits 
set by the manufacturer, a General 
Electric engineer suggested recently 

In addition, he said transistors 
are rugged enough to withstand the 
jolt of being fired from a mortar 
and still operate at full ratings 

Speaking to a transistor reliability 
symposium sponsored by a Depart 
ment of Defense advisory group, 
C. H. Zierdt, Jr., engineering con 
sultant in G-E’s semi-conductor 
products department, reported re 
sults of tests run by the 
company on transistors. 

He reported that life tests started 
in 1954 on transistors picked at 
random from regular manufactur 
ing lots show no failures after 18, 
000 working hours at full power 

Further he stated it is now im 
possible to tell if the transistors 
ever will fail because they look and 
act like new transistors. 


various 


On the Beam 


Half of the total annual retail 
volume—$250 million worth of 
flashlights and dry batteries—will be 


sold in September, October, and 
November, according to A. M. An 
derson, merchandising manager for 
Ray-O-Vac Co 

As the season of shorter days and 
longer nights approaches, the busi 
ness in flashlights is naturally in- 
creased. In order to spur sales 
Ray-O-Vac is offering several pro 
motions, including 

1) A one-cent special in which 
the customer is offered a miniature 
flashlight for one cent with the pur- 
chase of a regular one 

2) A 50th anniversary special 
which passes on extra value to con 
sumers in a low-priced quality flash 
light and allows the dealer a better 
profit margin. 

3) A “Home and 


Road” flash 


NOVEMBER, 


light kit, including a special warn- 
ing red lens ring flashlight for the 
car and a standard flashlight for 
use at home 

4) A “Lazy Susan” permanent 
merchandiser that displays flash 
lights and batteries in only twelve 
inches of counter space. 

5) Counter cards and display ma 
terials 

6) A radio-I'V advertising pro 
gram to “‘pre-sell’” consumers. 

Ray-O-Vac will also sponsor ex 
tensive trade and consumer ads and 
publicity. 


New Tape Division 


Magnecord, Inc., of Chicago, has 
announced the establishment of an- 
other division, Magne Matic, to 
specialize in the development and 
manufacture of magnetic tape re- 
cording equipment for industrial 
applications. This move is another 
step in the company’s program of 
planned diversification within its 
professional field, according to com- 
pany officials. It was given initial 
impetus by the purchase of all de- 
signs of A-V Manufacturing Corp. 

Charles Rynd, president of A-V 
has been retained as a consultant. 

Magnecord his manufactured a 
complete line of tape recorders for 
professional use since 1946. A sub- 
sidiary, Magne Music, Inc., sup 
plies tape reproducers and pre-te- 
corded RCA tapes for commercial 
installations of background music 


Dryers Go Abroad 


Over 1900 Bendix dryers are 
being exported this fall for installa- 
tion in residence units of U. S. Air 
Force personnel stationed in the 
British Isles. 

Bendix officials consider the ~ 
ment to be among the largest single 
orders ever received from any 
source, foreign or domestic. The 
regular Bendix dryers were modi- 
fied slightly for use in Britain. 
Motors were adapted to take the 
standard British 240 volt, 50 cycle 
current. 


The Cleaner “Thinks” 


A vacuum cleaner that “thinks” 
is the latest product of Electrolux 
Corp. The new vacuum cleaner 
with a mechanical “brain” was in 
troduced recently at a press show- 
ing in New York City 

Ihe new machine won't operate 
once it has absorbed so much dirt 
it can no longer operate at high 
efficiency, company spokesmen say 
When the dust bag is full, the ma 
chine stops and the cover pops up. 

Electrolux Corp. also claims that 
the new machine has 20 percent 
greater suction power than any ma- 
chine the company has ever made. 
It is a “tank” type and will sell for 
$89.75. 
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RCA VICTOR ANNOUNCES 
THE NEW “PERSONAL...” 


full-component quality TV at the 
lowest price in RCA Victor history! 


Model 8PT701. Features power 
transformer, carrying handle, 
plastic “feet,” rugged metal’ 


case, antenna connection, 
ebony finish. 36 sq. in.” screen, 








mm 














Only RCA Victor gives you all these sell-up quality features in a full line of portable TV! 
' 


" “PERSONAL” — $125 f 4 


1. The set that 
scooped the market! 
36 sq. in.* screen. 
Red, gray, ivory or 
ebony finishes. 
8PT703. 


SPORTSTER —$129.95 


1. Big-screen portable 


WAYFARER-—$149.95 


1. Finest in portable 
TV! Smartly styled, 
features ‘Living 


at a low price! 
Features handle, side 
tuning. Antenna 
connection, 108 sq. in.* 
screen. 145705, 


Image” picture 
108 sq, in.* screen, 
148707, 





2. Disappearing 
antenna is a 
sell-up feature 
that’s easily 
demonstrated! 


2. Famous “All Clear” 
RCA “Silverama”’ 
aluminized picture 


2. Built-in V-type 
antenna telescopes 
into cabinet and 
out of sight when 
not in use, 


tube gives sharp 





clear picture, 


3. Balanced Fidelity 
Sound is rich and 


3. Your customer 


3. Removable tilt has a choice of three 


stand tilts up or down full—re-creating the superb decorator 


for best viewing angle. entire range of sound finishes in red, 


Another sell-up extra! broadcast! 








J uray oT ivory, 


HERE ARE FOUR ways to boost your volume profits on portable TV! Stock 


these ‘sets—-demonstrate them. When you do you'll discover why RCA RCA ICTO R Op 
Victor is the sell-up line tm ® “4 ry _ = _ 





the profil line. Call your distributor today! RADIO CORPORATION OF ABE RIC 
Mond paper “per Y cdvertioed el i t es * tot $ me m ae si ay "Square inches of viewable picture area | 36 | 108 
EVERY YEAR MORE PEOPLE BUY RCA VICTOR THAN ANY OTHER TV Victwe tee, evera® cagne ° os 
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RADIO-TV 


and helped the manufacturers par- 
ticipate in the event without losing 
their individual identity. 

Gabbert also complimented 
Joseph M. Sitrick of the NARTB 
for his work with RETMA and 





To Produce Tube 





NARDA. He termed the NARTB 
booklet, How to Use Television 
by Robert Goldenson one of 
the most useful devices vet cre 


ited for offsetting what negative 
publicity televiewing ha 
and for presenting television a 
the excellent entertainment med 


received 


mm itt 


Technicians Aid TV 


Public confidence in the nation 
television service technicians is one 
of the most important factors in 
the tremendous growth of the tek 
ision industry, according to Frank 
M. Folsom, president of the Radio 
Corp. of America, Folsom said thi 
while presenting the ‘President's 
Cup” to winners of RCA’s national 
competition for achievement of 
I'V customer satisfaction 

Vhe trophy, awarded annually by 
lolsom, was presented to one in 
dependent distributor of RCA con 
umer products and to fou 
branches of the RCA Service Co 
The winning distributor was Louis 
I’. Randle, president, 
Distributors Inc., 
Ind 


Recipients of the Service Co 
More an ore orta es branch awards were the managers 
W. R. Seuren, Dallas, Tex.; R. C 
Bryson, Ft. Wayne, Ind.; R. P 
Malone, Chattanooga, Tenn., and 


: . Hi. G. Minnick, South Portland, 
be a portable, RETMA directors are told; transistor sets \\ 





PAUL RAIBOURN, right, chairman of Chromatic Television Laboratories, Inc., de 
tails the points of the Chromatic single-gun color television tube to David T. Schultz, 


president of Allen B. Du Mont Laboratories, inc. The company announces that 
Du Mont will immediately undertake a program leading to commercial pro 
duction of the simplified tube and the manufacture of a less complex color tele 
vision receiver incorporating the Chromatic picture tube. The tube was developed 
by Dr. Ernest 0. Lawrence, Nobel prizewinner, of the University of California 

Associated 
Indianapolis, 


One ovt of every four TV sets built this year may 


There can be no doubt that 
one of the most important contri 
butions to the tremendous growth 


account for 19 percent of portable radio production 


Iwo new products ar taking a 
big share of radio 1\ 
rectors of the Canadian and taining no conventional tubes. ‘The 


nited States RE'TMAs were told lefinition had been sought by the 


unqualified term “transistor radio 


busine hould be reserved for sets con- 


A Colorful Picture 


of television in the past ten years 
has been the high quality of work 
being performed every day by the 
nation’s television service techni- 
cians,” Folsom said 


Premiums Pay Off 


What's the best premium for 
TV dealers? 

In the opinion of Motorola’s 
David H. Kutner it’s a low-cost, 
self-liquidating type of premium 
Speaking to the Premium Advertis 
ing Assn. of America recently, Kut 
ner said that retailers will promote 
1 premium when they have an 
cquity in it and can make a small 
return on the sale for handling 
the item. 

As an example of successful pre 
miums Kutner cited a Christmas 
gift wrap package offered by Mo- 
torola last year. The packet con 
tained enough wrapping material 
for 20 medium-sized presents. It 
was advertised as a $2.25 value 
which consumers could purchase for 
89 cents. A quarter million of these 
kits were sold 


Radio Guide 


McGraw-Hill Book Co., Inc., an 
nounces the publication of Profit 
able Radio Troubleshooting: A Pro 
fessional Guide to the Technical 


and Business Methods of Operat 


ing a Radio-TV Service Business, 
by William Marcus and Alex Lev 
Che 344-page, illustrated volum¢ 
is priced at $5.95. 

Further details are available from 
McGraw-Hill’s Book Information 
Service, 327 W. 41st St., New 
York 36, N. Y 





fist month FTC and will be incorporated in 
During the twelfth joint con the industry's trade practice rule 

rence of the directors of the two RETMA president Dr. W. R.G 
xle associations, speaker Baker told the joint session that the 
it that market for portable IV sets i 
Portable TV sets with 15-inch or equal to the present ownership of 

maller tubes accounted for 10 per 7 inch table and console sets 
nt of production during the first 


pointed 


seven months of the vear and that 
oduction of all portables (ine lud 
«ag 17-inch models) could account 
tor 24 percent of th yeal I'\ pre 
fuction 

lransistor portabl 
cised almost 19 percent of total 
portable production during the first Radio-Electronics-Television Mfrs 
wven months. Portable production Assn. for the important contribu 
encidentally, increased by 600,000 tions they made to the success of 

er 1955 during the seven-month National Television Week in 1956 
by Don Gabbert, president of the 
National Appliance & Radio-TV 


TV Week Plaudits 


Congratulations were extended 
to the National Assn. of Radio & 


Ielevision Broadcasters and the 


radios com 


penod 

lhe transistor radio figured in 
ther convention business. The Dealers Assn 
directors adopted a resolution rs “Julius Haber, in his capacity 
fying that a radio containing both as chairman of RETMA’s publi 
transistors and conventional tube: city and advertising committee, 
‘cannot properly be termed a deserves our industry's special 
transistor radio” Without an ac praise,” Gabbert said, “for the 
companying disclosure that conven smooth way in which he organized 
tional tubes are used and that the the promotional aids for the event 
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NEW COLOR TUBE, the 21AXP22A, is one of the new television developments 
exhibited by Sylvania Electric Products, Inc., at this year’s annual Western Elec- 
tronic Show & Convention. It is a 21-inch metal, curved, shadow-mask type color tube. 
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This HEAT-PROOF finish 
makes appliances more SALABLE! 





Your prospects are sold far more easily 
when the appliance finish is Porcelain Enamel, 
because you can prove to them 
that this material is best able to withstand 
household service and abuse. 
The customer wants to buy the appliance 
that is heat-proof and fire-proof.. . 
particularly when it is the one 
which also provides the best resistance 
to stains, fading and scratching. 

Porcelain Enamel, the 
LIFETIME FINISH, puts a lot 
of hard-hitting sales ammunition 
on your side. Use it! 








THIS LABEL identifies genuine Porcelain Enamel 
surfaces on oppliances and other products. 


WHITE or COLORS 
—all permanent! 


The handsome appearance of Porcelain 
Enamel in glistening white or decora- 
tor’s colors will satisfy your customer 
for the lifetime of the appliance. 


No finish is as 
SCRATCH-PROOF 


EFasily demonstrated, this practical ad- 
vantage provides a dramatic sales 
point. 


Won't RUST or STAIN 


Ugly discolorations never trouble your 
customer or you. 


PORCELAIN ENAMEL INSTITUTE, INC, 








Associations Building, 1145 Nineteenth St., N.W., Washington 6, D.C. 
(Check items desired ) 
Please send me information about: Please send me a free copy of 


PORCELAIN ENAMEL INSTITU T E, INC. [} Demonstration Kit | | “Selling Facts about Porcelain Enamei’’ 


[| Slide Film | “Prove for Yourself ..."’ Booklet 
Name 

Company. 
Address__._. 











ASSOCIATIONS 








PLEDGING SUPPORT for the coming service fight, members of TESA congratulate 


grinning Bob Hester on his new office of association president 


“captive service” campaign. 


His big job: anti- 


“Captive Service” 


Within six months NATESA will be “fighting fire 
with fire’ on the question of factory-furnished service. 
Bob Hester is named president 


At an open meeting prior to this 
ears national convention, mem 

oon of the National Alliance of 
TV and Electronic Service Associa 
tions registered their objections to 
direct factory service so strongly 
that the group took immediate of 
ficial action once convened, In a 
strongly - worded statement, 
NATESA “declared war on captive 
service,” 

NATESA dehnes “captive serv 
ice” as "services offered to consum 
ers on a fee or no-charge basis by 
a ‘T'V and/or radio receiver manu 
facturer, their subsidiaries, agents 
or segment of a receiver distribu 
tion other than the retail merchan 
diser.” Statements appearing im 
various ‘TESA publications show 
that the independent servicemen 
feel they have been efficiently per- 
forming in a function that has had 
direct bearing on the growth of the 
industry, and that recent moves by 
major manufacturers in the direc 
tion of factory service (see service 
articles elsewhee in this issue) are 
unjust, monopolistic and will 1 
sult in a decrease in the quality of 
service offered 

NATESA'’s definite plans cannot 
be disclosed, according to Frank 
Moch, executive director. How 
ever, he states, definitely and posi 
tively, that NATESA is going to do 
something as a group, and do it 
within the next six months. “If we 
don’t jump on this thing right 
away,” said Moch, “it will be a 
long, tough fight.” 

olite Hostility—Closed planning 
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sessions were a feature of this con 
vention, and NATESA people 
made no bones about what the sub- 
ject was. ‘The people at the con 
vention who were really on the spot 
were the tube division representa 
tives of the firms NATESA is go 
ing to fight. Many of the hospital 
ity functions are sponsored by these 
firms, and representatives were 
faced with politely hostile guests 

The servicemen’s attitude to 
ward their current problems wa 
evidenced in the NATESA 
Friends of Management 
Awards. The awards were voted 
on a continuing basis to Howard 
W. Sams and Co. Inc., and P. R 
Mallory and Co. Inc., both of In 
Sylvania Electric 
Products, Inc.; Sprague Products 
Co., North Adams, Mass.; and 
lechnician Magazine of New York 
First-time awards were made to 
Service Dealer Magazine and to the 
CBS tube division. No awards 
were made in the set division “due 
to present unsettled conditions per- 
taming to service 

Big Target. Though NATESA 
has named no names as yet, Gen 
eral Electric is one of their targets 
A General Electric spokesman, John 
H. Miller, manager of product serv- 
ice, appliance and television re 
ceiver division in Louisville, Ky., 
had this to say in answer to 
NATESA charges: “We are def 
nitely not trying to run anybody 
out of business. We are interested 
only in G-E TV sets, not in any 
other make. Furthermore, the en 


Service 


dianapolis; to 


tire matter of whether a distributor 
shall give service on G-E TV is en- 
tirely up to that individual, who 
has full authority in his area.” 

Another G-E spokesman pointed 
out to a group of Texas service 
men recently that “Service is a 
major function of our marketing 
operation and we are going to 
do whatever it takes in regard to 
service to sell the maximum num- 
ber of goods.” Speaking was Wil- 
liam L, Parkinson, planning study 
manager, product planning section 
of the appliance-T'V division. Park- 
inson also pointed out that his 
planning was based on a $4-billion 
national service bill in 1960, which 
G-E thinks is a big enough pie for 
everyone to get a slice. 

Politics and Hoopla. Beside 
breathing fire over the factory serv 
ice situation, the 712 registrants at 
the Chicago convention cooked up 
a hot election campaign which put 
Bob Hester of Kansas City in the 
president's chair, adopted a group 
insurance plan, and put in plenty 
of time at technical sessions. The 
executive council appointed Frank 
Moch to the newly-created office 
of executive director 

Hoopla and ballyhoo set the elec 
tion scene, The Kansas City con 
tingent bounced inte Chicago with 
all the electioneering stunts and 
gimmicks in their luggage, set to 
wage a real campaign. With but 
tons, badges, streamers, recorded 
voices and plenty of oratory, they 
put candidate Hester in office 
against the close competition of 
Vincent Lutz of St. Louis. 

Members elected to the execu 
tive council include: Hester; F.B 
Koepnick, Houston, Texas, secre 
tary-general; C. Nelson Burns, 
Memphis, Tenn., treasurer; Rob 
ert Kidd, Norfolk, Va.; Pascal P 


Porcelain Enamel Speaker 


Pratt, Buffalo, N. Y.; Russ Har- 
mon, Cincinnati, Ohio; Cordell 
Britt, Nashville, Tenn.; H. O. 
Eales, Oklahoma City; Joe Driscoll, 
St. Paul, Minn.; Winston Haines, 
Burlingame, Calif; and Harold 
Stein, Denver, Colo. 

NATESA has garnered new affili- 
ates since their last meeting, too. 
Figures were not announced, ex- 
cept to state than Grand Rapids, 
Mich., and Denver, Colo., were 
among the new members. 


Seek Top Salesman 


rhe third annual contest to find 
the top “Creative Retail Salesman 
of the Year” in the appliance-radio- 
'V industry got underway in 
October, sponsored jointly by the 
National Appliance & Radio-TV 
Dealers Assn. and Ladies Home 
Journal 

Offering $1000 in cash awards 
for the best selling ideas of the year, 
the contest is open to all retail 
salesmen in the industry in the 
U.S. Entrants must use official 
entry blanks to answer this ques- 
tion: What particular selling idea 
did you use during 1956 that suc- 
cessfully contributed to your mak- 
ing sales? Judges will consider the 
idea only, not the writing style in 
which it is described. 

Grand prize for the best selling 
idea submitted is $500 and a silver 
plaque. In addition, the top winner 
vill attend the NARDA convention 
in Chicago, in January, to receive 
his award and the prize money. 
Four additional prizes are offered 

Official entry forms will be avail 
ible through appliance distributors 
and directly from Ladies Home 
Journal and NARDA. The contest 
closes midnight, Nov. 30, 








JOHN C. SHARP, president of Hotpoint Co., right, was a featured speaker at one of 
the sessions of the recent annual meeting of the Porcelain Enamel Institute. With 
Sharp is J. F. Corkill, U. S$. Borax & Chemical Corp., who presided at the session. 


NOVEMBER, 


1956—ELECTRICAL MERCHANDISING 








in appliances... 


a | 




















foo 





————————————— 
y 





















































| kA | 
a | 
|| 
i | 
} | 
i i i 
| | | 
4 euiteitiitinmaneneen | LI and ajremmemetiniitienimenainiaaanitiel tiie A 
| 7 me a — a il J 
» a 
— ond 



































no substitute can do what copper does / 


Copper carries the electricity that powers electrical appliances better than any other 
commercial metal. Copper, too, conducts heat faster than any other commercial metal. No other 
non-precious metal lends itself so readily to such a variety of manufacturing operations 

... drawing, forming, shaping or stamping. There is no substitute with all the qualities of 


copper or its alloys in electrical appliances or in thousands of other products for modern living! 


Kennecott Copper Corporation 


Fabricating Subsidiaries: Chase Brass & Copper Co. « Kennecott Wire and Cable Co. 
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From TV cabinets to cathodes, 
from tungsten metal to transis- 
tors—company-made products 
hold a key to Sylvania’s growth 
and dependability and to its 
place in the future. 





Mounting HaloLight on TV cabinets — Batavia 


The answer to “what's going on 
at Sylvania” reads like an opti 
mistic report on the whole field of 
electronics! 


Sylvania has a hand in almost 
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everything electrical 
with a history of research, 
foresight and develop- 
ment that has often set the 
pace for the rest of the 
television industry. 


Producing picture tubes 


Since this is the year 
for taking a look at the record, 
let’s take a look at Sylvania’s: 


Its new Batavia, N.Y., televi- 
sion plant, opened for production 
in 1954, is the world’s most mod- 
ern TV manufacturing plant un- 
der one roof! 


This mammoth plant contains 
more than a mile of conveyor 
systems throughout its 422,000 


square feet—an area larger than 
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Aook whats going 


eight regulation football 
fields. Thousands of color 
and black-and-white TV 
sets come off its assembly 
lines. And, looking to the 
future, Sylvania plans for 
full-speed operation to 
handle the increasing demand for 
television sets. 


But Sylvania’s Batavia plant 
deserves its enviable reputation 
for more than size alone. Unique 
manufacturing methods and rig 
orous new testing patterns have 
been introduced there. 


Combined with the skilled 
know-how of Sylvania produc- 
tion personnel, these innovations 
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Sylvania plant at Batavia, N. Y.—the most modern TV plant in the world 








on at Sylvania TV! 


insure continued top quality — 
quality which has made the name 
Sylvania famous in a field where 
mass production unfortunately 
has often meant some sacrifice to 
individual excellence. 

The vital arteries serving the 
four busy Batavia production lines 


a 


| 
— 


The transistor— 
1/100 the size 


of an ordinary 
Z tube! 


often stem from other Sylvania 






plants halfway across the country. 


Cabinets from High Point, 


N.C.; picture and 
receiving tubes 
from Seneca 
Falls,N.Y.;parts, 
plastics, Halo- 
Light compo- 
nents from other 





widely scattered 


Sylvania research 


Sylvania assem- 
bly lines. 

Sylvania has 46 plants and 18 lab- 
oratories in 42 communities and 
13 states—-with additional facili- 
ties being planned and built. For 
speed and efficiency of operation, 
all are linked by an 18,000-mile 
private communications network. 


More than 2,000 scientists and en- 
gineers are constantly engaged in 
research alone — exclusive of the 
many thousands of others in active 
production work of the company. 


Chassis 
assembly line 
— Batavia 





Expansion at Sylvania has been 
fast, steady, sound. And the same 
sage planning which has often 
made the TV industry glance with 
envy while Sylvania moved 
ahead, is even now looking to fu- 
ture growth. 


Keep your eye on SY LVANIA . . . fastest growing name in sight! 
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THREE EASTENERS, John G. Waddell, Electric Institute of Boston; John Morrison, 
Electric Assn. of Philadelphia; and Bill Hills, Electric institute of Washington, D. C., 


get together, 


IAEL Talks Sellin 





MOSTLY NEMA, this group includes Russel Gingles; Frances Armin of the National 
Adequate Wiring Bureau; Bill Stuart, editor of Electrical Construction and Mainte- 


nance; and John Biggi. 


At 21st annual conference in Detroit, league executives 
got a “hard sell’ on salesmanship, particularly for the 


league’s “ground-floor” role as sales campaign leaders 


omar selling, advertising 
were the main topics of dis 
cussion at the International Assn. 
of Electrical Leagues’ Detroit meet 
ing Oct. 3-6. Whether it was a 
conversation between league repre 
sentatives about the scarcity of 
good salesmen or a full-scale address 
by a well-known speaker, facing 
humorously “the awful prospect 
of moving the stuff,” the subject 
was selling 

The gathered representatives 
thought that was the way it should 
be. Since they represent all divi 
sions of the industry, and the big: 
gest problem is moving the goods, 
they wanted to talk selling 

Speakers were more than happy 


to accommodate them, Owen Klep- 


per of Philco, for ee talked 
about coming sales problems, com 
plicated by automated products, 
trade-ins and new products, Others 
might come from such things as 
Philco-sponsored researches in neg 
ative-ionization. J, B. “Kip” An- 
ger of Motorola, introduced as 
“Mr, Enthusiasm,” lived up to his 
introduction with a characteristi 
cally optimistic speech, during 
which he unveiled a new slimmed- 
down TV chassis to show that his 
optimism was based on more than 
talk. 

Rov W. Johnson, executive vice 
president, General Electric Co., 
told the group that they had a 
chance at a “bigger piece of a 
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bigger pie.”” With consumers now 
awakened and awakening to the 
advantages of electrical living, the 
industry must cooperate on all 
levels to maintain present growth 
now reckoned at two and one-half 
times that of the economy as a 
whole 

Among the products 
mentioned were 


Johnson 
electronic appli 
ances, the heat pump, and new 
lighting designs 

Edwin Vennard, managing di 
rector, Electric Institute 
emphasized the need for what he 
called 
for sale 


Edison 


‘selective selling,” aiming 


to consumers which will 





NEW PRESIDENT AND WIFE, Mr. and 
Mrs. Don E. Rosenthal, share grins at 


Hospitality Hour. 





offset peaks and valleys in present 
current loads. Lighting was one 
service to sell which could help 
accomplish this, Vennard said. 
Future Foreseen, Clarke Kirby 
of Frigidaire pointed to the fu- 
ture—one full of such things as 
truly modular kitchen design al 
lowing mass production to serve 
individuality, Advances in stack- 


on units, small appliances to match 
the big ones, and trade-in kitchens 
were all items that could come 
from modular coordination, Kirby 
said 

Ver Lynn “Doc” Sprague of Am 
ina told the group that today’: 





o . 


“MR. ENTHUSIASM”, Motorola's “Kip” 
Anger, packs away main prop—a 
slimmed-down TV chassis—after speech. 
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educated,” that 
pre-selling was taking over more 
of the load, that flexibility was the 
key to dealer survival. 


consumers were 


Che League's own role in boost- 
ing the national sales curve was 
reported, too In his report on 
“Live Better Electrically,” Robert 
EF. Boian of G-E described the 
mass impact the campaign was gain- 
ing through the use of the LBE 
symbol in all advertising by co- 
operating firms, and with an im- 
yressive slide show, hammered 
iome the roles of everyone in the 
industry—including a review of the 
League's efforts. One of the more 
spectacular nationwide stunts Bo- 
ian revealed was distributing 72- 
page LBE consumer booklets with 
each of 420,000 copies of the Oc- 
tober issue of “House Beautiful” 
magazine, attached right to the 
front cover 

“Housepower.” Milton I. Allen, 
of EEI and vice-president in charge 





ATOMIC LEADER, Walker L. Cisler, pres- 
ident of Detroit Edison Co., folds his 
notes after an inspiring speech. 


MORE> 
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She's sold when she’s told: 


Did you ever see a lady in a Grade-A Quandary? Here she 


ousekeeping guarantees it” 


She and 31,000,000* women like her are influenced by the 
Seal. They know it means your product has satisfied the 
technical experts in the Good Housekeeping Institute... 


is, studying appliances you know so well and she knows 
so slightly. She can be your very biggest customer, this 
new young homemaker. She’s buying a whole 
homeful of electrical appliances — and all for the 
very first time. That's the reason she turns to the 
top brands she has seen in Good Housekeeping, 
to products that have earned the Guaranty Seal. 
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that it meets our requirements, our standards of 
quality, safety, performance. The famous Good 
Housekeeping Seal sells the consumer because it 
protects the consumer —your assurance of our 
readers’ confidence in your product, —* Saye Crossley 
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IS YOUR 
PROSPECT 


... then tell him about the 


THRIFTY 
HERMETICS 


® Your prospect doesn't 
have to be a “Scotchman” to 
recognize the plus values he 
gets im a freezer unit 
equipped with a Tecumseh 
Hermetic. 
@ Facts like these: lower 
price, better performance, 
| Aaa copoetty and lasting 
ependability with lower 
yaya cost, will convince 
the most “hard to sell” pros- 
pect. 
@ And you, as a dealer, can’t 
o wrong when you know 
that 73% of all freezers sold 
are equipped with Tecumseh 
Hermetics... your assurance 
that they are overwhelm. 
ingly approved by the 
freezer industry. 
* wag dont you get all the 
facts about the popular line 
of Tecumseh Hermetics and 
make your selling job easier. 


REMEMBER THERE ARE 
OVER 21 MILLION 
TECUMSEH UNITS IN 


USE TODAY! 


Send for this free booklet today, 
tells all about the Tecumseh 
HMermetics. Write Dept. M-2. 








UCTS 
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of sales, Philadelphia Electric Co. 
said in his “Progress Report on 
Housepower” that “Housepower 
has gotten phenomenal recognition. 
In a recent survey, we found that 
the word Housepower scored a 
recognition of 19.9 percent in just 
three months, compared to recog 
nition of the word Dynaflow of 53 
percent—which took seven years to 
get.” Housepower is getting na 
tional TV editorial time, Allen 
noted, and showed cight minutes 
of the Sept. 19 Arlene Francis 
show which was “all Housepower.”’ 
For every dollar the Edison Electric 
Institute spends on Housepower 
ads, other national advertisers are 
pending three, Allen reported. 

Besides the sales problem, the 
attending representatives got a full 
round of more general discussions. 
Walker M. Cisler, president of 
Detroit Edison Co. spoke on 
“Atoms for Peace’”’ with a message 
that brought a standing ovation at 
its conclusion. Cisler heads Atomic 
Power Development Associates, 
Inc., a group of 32 electric power 
systems and 11 other industries, 
working to make atomic genera 
tion of electric power commercially 
practical. The ovation came as a 
tribute to both the man and the 
organization for their role in lay 
ing a foundation for the whole in 
dustry to build on in the future. 

Final Session. In the final busi 
ness session, the IAEL elected Don 
FE. Rosenthal, secretary-manager of 
the St. Louis Electrical Board of 
Trade, president, replacing Edward 
J. McGinnis, Cincinnati. Serving 
with Rosenthal in 1957 will be 
Glen L. Logan, Los Angeles, vice 
president; John §S. McDermott, 
Kansas City, treasurer; and A. H 
Kessler, Minneapolis, secretary. 

Also appearing on the program 
were Bruce A. Everly, president 
of the Electric Assn. of Detroit, 
who welcomed the group; Edward 
J. McGinnis, president of IAEL 
and keynoter; J. Reed Hartman, 
chairman of the Electrical Indus- 
try Coordinating Group; Merrill E. 
Skinner, chairman, National Elec 
trical Week; Carl T. Bremicker, 
chairman, National Adequate Wir 
ing Bureau; Lester E.. Barrett, pres 
ident, Barrett Electrical Supply Co., 
St. Louis, Mo., speaking for dis 
tributors. At the annual banquet, 
Edward J. Hegarty, director of 
training services, Westinghouse 
Electric Corp., spoke on “How to 
Sell Better.” 

A panel discussion on Friday 
saw these men explaining the op 
eration of their leagues: J. Clark 
Chamberlain, —secretary-manager, 
Bureau of Home Appliances of 
San Diego County; clit C. Simp- 
son, managing director, Electric 
Assn., Chicago; A. H. Kessler, ex- 
ecutive secretary, North Central 
Electrical League, Minneapolis; 
Don E. Rosenthal, secretary man- 
ager, St. Louis Electrical Board of 
Trade; Day Hacke, managing di- 
rector, Nebraska-lowa Electrical 
Council, Inc., Omaha; William M. 


Freudigman, executive secretary, 
Electrical League of Rhode Island, 
Providence; and Paul J. McMillan 
secretary, Electric League of Chat 
tanooga. Chairman of the session 
was John S. McDermott, executive 
manager The Electric Ass'n of 
Kansas City. Also on Friday, Jack 
W. Kerr talked on Canada’s Ade 
quate Wiring Problem. Kerr is 
chairman of the Adequate Wiring 
Committee, Canadian Electrical 
Manufacturers Assn., and vice-presi 
dent and general manager of Tri 
ingle Conduit and Cable, Ltd., 
Poronto, 


PEI Officers 


The Porcelain Enamel Institute 
national trade association of porce 
lain enameling plants and their 
suppliers of materials and equip 
ment, elected officers and trustees 
for the oncoming year during its 
annual meeting recently in Colo 
rado Springs, Colo. 

James W. Vicary, president, E1 
vite Corp., Erie, Pa., was clected 
president for a two-year term. Vice 
presidents are: A. S. Ault, Chicago 
Vitreous Corp., Cicero, Ill; J. J 
Boehler, Heintz Mfg. Co., Phila- 
delphia, Pa.; J. E. Bourland, Tex 
lite, Inc., Dallas, Tex.; W. H. 
Lowry, Vitreous Steel Products 
Co., Cleveland, O.; H. F. MacIn 
tyre, Ferro Enameling Co., Oak- 
land, Calif.; H. McE. Patton, 
Ingram-Richardson Mfg. Co., 
Beaver Falls, Pa.; H. A. Ringelberg, 
Challenge Stamping & Porcelain 
Co., Grand Haven, Mich.; C. J. 
Rodman, Alliance Ware, Inc., Al- 
liance, O.; R. N. Smith, Temco, 
Inc.; and J. C. Winget, Armco 
Steel Corp., Middletown, O. 

P. B. McBride, Porcelain Metals 
Corp., Louisville, Ky., was re 
elected treasurer. Glenn A. Hutt, 
Ferro Corp., Cleveland, O., imme- 
diate past president of the Insti 
tute, was elected to a newly-created 
position as chairman of the board 
of trustees. John C. Oliver, Wash 
ington, D. C., was re-elected man- 
aging director and secretary of the 
Institute 


Fans Blow Out 


A total inventory of more than 
$1 million in household fans was 
reported by 122 electrical whole 
salers in a special survey conducted 
among some members of the Na 
tional Assn. of Electrical Distribu 
tors. 

The total dollar value of the 
units on hand—as of Aug. 31—was 
$1,198,783 (dollar value represents 
distributor's cost). The special 
survey did not include kitchen 
fans, bathroom fans, or exhaust 
fans. It was conducted by the 
NAED fan and ventilating com- 
mittee. 

Generally cool weather was 
blamed for the overstock. 
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| With fine Farberware Automatic Electric Appliances in STAINLESS STEEL. & 7 


AUTOMATIC ELECTRIC FRY PAN: Gleaming, “Chafing ~*~) 
L Dish” beauty. The only stainless steel fry pan with 


~. that wonderful aluminum-clad bottom for better | 
4 cooking, easy cleaning. Completely immersible in ° 
water thanks to Farberware's “in-the-plug’* heat 


control. 1042” $26.95; 12” $29.95 (Covers extra). 


AUTOMATIC ELECTRIC COFFEEMAKER. World's fast- NEW, STAINLESS STEEL DUTCH OVEN: A versatile, 
est! Brews 2 cups in 2% minutes, 12 cups in 10. fully-automatic appliance. So wonderful for cooking: 
Keeps coffee ready to serve. Easiest to clean. $29.95 waterless, roasts, stews, soups, french frying, brais- 
HOSTESS URNS: Perfect for social occasions large ing or as a chafing dish, casserole, Like all Farber- 
and small. 12 to 30 cups in only 12 to 24 minutes, ware with the removable heat control it's designed 
$49.95; 12 to 55 cups in 12 to 40 minutes, $59.95. for better cooking, easier cleaning. $34.95. 


— 














FARBERWA 


EXCLUSIVELY STAINLESS STEEL 


S. W. FARBER, Inc., New York 54, N. Y. + Makers of Stainless Steel Cookware with that wonderful thick aluminum-clad bottom 
ELECTRICAL MERCHANDISING—NOVEMBER, 





1956 PAGE 149 











b 


J 








P 


a lo, xT ~ — 


3 


~ Veh 
’ 4 


i 


‘ | r > 4 
viet y 
5 " ” 
is _” A : 
5 % 
1% 4)” y » * ; 4 
» ' 5 ; . | 
nu“ ’ j 
- . ’ a 
7 Z h 
, d ‘ : 
, 4 
» § 





WIRES - CABLES 
CORD SETS 


Why speculate? 


Invest in the BEST, the BLUE CHIP 
Wires and Cord Sets that insure 
better performance... LONGER 


Buy CORNISH 
a gilt-edged investment! 


Complete Stocks 












. | an 12 
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a a ‘Ys of soe 1.156 ** 3 h ' * 
CORNISH WIRE COMPANY, inc. 
50 Church Street New York 7, N. Y. 


Creators and Manufacturers of 
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CORDS AND CORD SETS FOR HOME, FARM AND INDUSTRY 
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GOOD SCOUTS, Mr. and Mrs. John Kemper show what the well-dressed manufacturer 
wore to a party which was highlight of VCMA‘s annual fall meeting in Hot Springs, 
Va, Kemper is vice-president of Scott & Fetzer, Cleveland 


Cleaner Makers Relax... 








READY FOR A DATE on the golf course during VCMA meeting are (left to right) 
George Kelly of Hoover, Robert Orr of G-E, Walter Munz of Hoover and Edward 
P. Senne of Electrolux. 





SKEET SHOOTERS at VCMA meeting included (seated left to right) W. A. Golden 
of Chicago and Oscar and Felix Mansager of Hoover. Standing are Walter Munz of 
Hoover and Joseph Nuffer, formerly with Air-Way. 
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12 FREE gifts 
: proundtheworld 
club for all 


Featurin 
from the 


Shoppers 
Du Mont customers 





gifts for every. 


’ Prove 
fire top cus rahi 4.A sure. 






Producer. 





























DISC CLUB 
PROMOTION PROMOTION 


tional 25th Anniversary spe. Featuring FREE membership 

, aimed right in the famous Columbia LP 
Prospective customers, thee Record Club for all Du Mont 
you, Yourself, pick out . Hi-Fi customers 









First in a new series of exclusive 


Du Mont dealer promotions. 





Here are promotions that pull customers into 
your store now! Each promotion complete from 

beginning to end. You offer your customers exotic, 

exciting, exclusive premiums that bring you sales at full 

profit. No fancy discounts, no give-away prices. You sell at list! 
Du Mont supports you right down the line with complete 
advertising. All the details are worked out for you. All the 
premiums are ready. All designed to bring you 

bigger volume at higher profit. Call your Du Mont 

distributor today. Find out how you can climb aboard 

the Du Mont bandwagon and start setting off the 

biggest sales explosions in your history. 





i UST [38 (S)|)5) S 


First with the finest in exclusive dealer promotions 


| ( - fi f - =a a First with the finest in television, radios and Hi-Fi 
| 





Allen B. Du Mont Laborotories, Inc., 35 Morket Street, East Paterson, N. J. Manufactured and Distributed in Canade by Canadian Aviation Electronics, Lid. 
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PROMOTIONS 





The Old Sell the New 


That's what's happened since Lewyt began lend- 
ing displays of old cleaning tools to dealers. The result: 
increased sales in every city the display has visited 


Iwo years ago Alex Lewyt began 
collecting old cleaning tools for his 
Museum of Household Cleaning 
Implements. The venture paid oft 
immediately in publicity for the 
Lewyt Company 

Today, however, the compan 
is still reaping benefits from the 
idea and this time they're in the 
form of sales. The firm has in 
vested $5000 in three itinerant dis 
plays which are available to dealers 
to exploit the company's current 
program of double trade-ins and 
old-cleaner roundup sales 

The decision to create itinerant 
displays came last spring when 
Lewyt examined the results of a 
survey which revealed that two out 
of three cleaners were five or mor 
years old. The sales potential look 
ed right and vice-president Walter 
Daily set the shook in motion 
to capture volume sales in the 
old cleaner market. 

Getting Started, Virst step wa 
setting up practical displays. Twen 
ty-one different sketches were sub 
mitted and Lewyt selected the one 
which it believed to be best for 
an itinerant display. This called 
for six different cleaning relics to 
be mounted on three separate pan 
els. Putting the old 
separate panels made it possibl 
to eliminate a problem for the win 
dow display man with limited 
space. He could always eliminate 
one or two panels, if necessary 
The fourth panel, however, is im 
portant to the display. It carries 
the background story, tracing the 
history of cleaning, and is used 
for comparison with an actual 


relic Ss on 








DISPLAYS LIKE THIS of old-fashioned 
cleaning tools collected by Alex Lewyt 
for his company collection 
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model of the 1957 Lewvt Powe: 
cleaner 

Once the display were com 
pleted, Lewyt started on the second 
tep to complete the program. Mr 
Daily turned to his sales map and 
vet up a schedule of bookings for 
the displays in key stores and util 
ities around the country. To start 
the ball rolling, three district man 
agers Edmund O'Reilly for New 
~ngland, Murray Laub for the 
Middle Atlantic States and Melven 
Reibert for the Midwest—received 
miniature replicas of th 
displays to present in the field 
I'he cost of each miniature was 
$150, but Lewyt considered it 
worth the expense because they 
were valuable when booking the 
displays. During August and Sep 
tember the displays were featured 
in such stores as The Hecht Com 
pany, Washington; Jordan Marsh 
Company, Boston; The Outlet 
Store, Providence; and Dayton’s, 
Minneapolis. Public utilities, such 
as Northern States Power Co., 
St. Paul, and Northern States 
Power Co., Minneapolis, have also 
had the displays. 

Other major stores and utilities 
in key cities have been set for 
October and November Mor 
will be set later, as Lewyt’'s other 
district managers set bookings 

Local Effort Helps. The dis 
plays remain in a store’s posses 
sion for one or two weeks, as 
arranged by the district manager 
and distributor. They are tied in 
with an old cleaner roundup or 
double trade-in deal, with radio 
television and 


( olor 


newspaper adver 


city where the antiques are shown. 





central distribution center 
manned by two salesmen. 








Retailing Via TV? 


A table-top and a sheet of paper are all the props needed by Sol 
Polk as he explains a new marketing concept he is considering 

Big-city dealer Polk envisions a ring of “pup” stores 
of perhaps 40 miles from the city. To each of these stores would be 
piped (via closed-circuit color TV) pictures of any requested item in a 
of the satellite stores would be 
Fach would have a varicty of sales aids 
including sample finishes, fabrics and colors. 

In the picture, Polk uses the table-top to represent the Greater 
Chicago market while the white sheet is the city proper 
the entire area can be covered with such “pup” stores and says he has 
seriously discussed the idea with TV manufacturers 


Each 


at distances 


Polk thinks 








tising. So far, reports Lewyt, sales 
have been increased in cach city 
in which the display has been used. 

Says Daily: “The displays create 
excitement for the distributor and 
dealer. They build sales, and at 
the same time give us an oppor 
tunity to gain excellent exposure 
on a busy street in an important 
city. The local newspapers support 
the display with stories, and som« 
distributors have gained television 
interviews for additional publicity.’ 

Lewyt has worked out a plan 
that presents no financial burden 
to the distributor or dealer. A dis 
play is shipped from one distribu 
tor to another 


=e sma 





HAVE DRAWN CROWDS LIKE THESE wherever they have been shown. Three such 
displays ore available to dealers and sales are said to have increased in every 
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Promotion Briefs 





© Heineke & Co., Springfield, III 
consumer promotion for 1957 will 
be built around the theme “Ex 
cello Power Mowers for that Coun 
try Club Lawn Look.” Featured 
will be a two-page full-color “kick 
off” ad in Life. The program will 
also include insertions in Saturday 
Evening Post, Better Homes @& 
Gardens, Sunset, Farm Journal 
and Progressive Farmer. 


@ Hamilton Beach Co., Racin 
Wisc., began West Coast television 
participations last month on “Pan 
orama Pacific,” broadcast over the 


CBS-TV Pacific Network 


© A brilliant daytime electrical ad 
vertising display blazes from th 
rooftop of the General FElectri 
East Boston Lamp Plant's four 
story structure, lighting up the 
approach to Logan International 
Airport. The sign is beamed particu 
larly at motorists entering Boston 
from the north and at airplane 


Passe nge rs 


e The General Electric Co. will 
sponsor its annual $5000 nation 
wide residential Christmas lighting 
contest again this year. 


@ Electro-Voice, Inc., advocating 
showmanship in selling, has taken 
five tons and $20,000-worth of 
high-fidelity equipment on tour 
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Progress /s Our Most /mportant Product 


GENERAL @@ ELECTRIC 


New G-E Washer and Oryer give you 


cleaner, brighter clothes—no lint fuzz 


ee 
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DULUX* Enamel finishes first 
in sales appeal...resistance to marring 


AN APPLIANCE FINISH that dependably resists harmful effects 


of soaps, detergents and heat naturally gives modern washers and 














dryers added sales appeal. And that’s only one of the sales-winning 
properties of durable Du Pont DULUX Enamel. 


Constant research by Du Pont chemists has resulted in a 
&E6.U.5. paT.ofF. “_- - ; 
finish that ruggedly resists chipping, cracking, scratching and 
staining. Application costs are lower with DULUX without 


te 99 : 
sacrifice of quality appearance or performance, 


Better Things for Better Living . . . through Chemistry DULUX keeps its first-day new look even after years of use 


in the home. Its longer-lasting whiteness, resistance to wear 


America’s leading —— and easy cleanability help insure the continued customer satis- 
home-appliance finish faction that’s so important to the success of any appliance line. 
No wonder so many of today’s topflight appliance manufac- 
Over 53,000,000 major home-appliance units now turers use Du Pont DULUX Finishes. 
in service are finished with Du Pont DULUX Enamel 
E. |. du Pont de Nemours & Co. (inc.), Finishes Div., Wilmington 98, Del. 
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Hard Sell for Christmas 


Appliance-radio-TV makers reveal details of their 
fall-winter marketing plans with the emphasis on promo- 
tion which will capitalize on Christmas trade 


rhe emphasis is on Christmas in 
idvertising campaigns announced 
last month by firms in the appli 
ince-radio-T'V field 

Although most of the campaigns 
are now underway, many are slated 
to culminate in intensive pre 
Christmas activity 

Among firms announcing plan 
are: 


SCHICK 


Schick, Inc., has stepped up it: 
advertising efforts one more notch 
by assuming alternate sponsorship 
of “Dragnet” on the NBC-T'V net 
work, The firm also sponsors th 
“Schick Television Theatre” on 
the “Robert Montgomery Presents” 
show over NBC and is using color 
pages and spreads in a number of 
consumer publications this fall 


TOASTMASTER 


Three network shows are being 
used in a pre-Christmas television 
advertising campaign now being 
sponsored by ‘Toastmaster. The 
firm is using spots on Monday's 
Today” show, Wednesday's 
“Home” show and Friday's “To 
night” show. The spots began in 
mid-October and will continue un 
til Christmas. Toastmaster is also 
running 27 ads in 12 national maga 
zines, 


RAY-O-VAC 


The company has undertaken a 
million-dollar fall-winter promo 
tional campaign which will include 
the nation-wide use of radio and 
TV spots. The one-minute ads will 
appear on 131 radio and TV sta- 
tions. Nine trade magazines will 
also carry Ray-O-Vac ads and the 
firm is also utilizing direct mailings 
to 300,000 jobbers and dealers. 


EUREKA 


National advertising on Eureka 
cleaners will be concentrated in 
four magazines this fall. Ads in 
Life, Saturday Evening Post, 
Good Housekeeping and Ma 
Leans will offer a 16-page illus 
trated booklet on rug and carpet 
care 


CORY CORP. 


An extensive Christmas gift ad 
vertising campaign has been under 
taken by Cory Corp. The national 
magazine advertising will include 
insertions in Esquire, The New 
Yorker, Newsweek and U. S, 
News and World Report. The ad 
vertising will be complemented 
with a direct mail campaign aimed 
at distributors and dealers. 
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VM CORP, 


An intensive advertising drive at 
both the national and local levels 
has been planned for the fall sale 
season by V-M Corp. The cam 
vign, the most ambitious the firm 
1as ever undertaken, is built around 
the theme “Have a Ball This Fall.” 


HOFFMAN 


Hoffman Electronics Corp. is 
celebrating the firm’s fifteenth an 
niversary this fall with the most 
extensive sales promotion campaign 
ever launched by the firm. High 
lighting the 60-day campaign is a 
distributor contest 


WEBCOR 


National advertising in major 
consumer magazines will be used 
once again this fall by Webcor. 
Seven magazines will be used and 
this advertising will be supported by 
heavy cooperative outdoor and 
newspaper advertising. 


CHANNEL MASTER 


A half-million dollar advertising 
campaign is being used by Channel 
Master Corp. to introduce two new 
TV antennas. Six national maga- 
zines will be used and the campaign 
will be climaxed with a special 
spread for the Christmas season. 
Channel Master officials call the 
campaign the “first” national con- 
sumer advertising campaign in the 
industry's history. 


WINEGARD CO 


A national ad campaign is being 
used to introduce Winegard’s 1957 
line of outdoor antennas. The 
campaign, utilizing color as well as 
black and white insertions, will ap- 
pear in a number of consumer mag 
azines. 


WESTERN TOOL AND STAMPING 


National advertising in magazines 
plus ads in Sunday supplements 
and key-city dealer-listing ads are 
part of an expanded advertising 
campaign being undertaken by 
Western Tool and Stamping Co. 
for its Homko and Certified power 
mower lines. 


HAMILTON BEACH 


The company has assumed spon- 
sorship of three segments per week 
of “Panorama Pacific” over the 
CBS-TV Pacific network. The firm 
will sponsor 6}-minute segments 
on Monday, Wednesday and Friday 
of each week. The program origi 
nates in Los Angeles and is carried 
in eight other West Coast cities 


Fedders Caribbean Junket 








DOMINICAN musicians greet each planeload of Fedders’ dealers arriving in Ciudad 
Trujillo during nine weeks of fun and frolic sponsored by the New York air con- 
ditioner manufacturer for 4500 trip-winning dealers and their wives. 





ED BOZEMAN Ili, left, vice-president of Woodson & Bozeman, Inc., Memphis, Tenn., 
talks to, left to right, Leo Ledbetter, Fedders executive; Frank Goodwin, W & B sales 


manager; and H. Kirkland, W & B sales representative. Bozeman visited the Domin- 


ican Republic with over 100 of his dealers and their wives. 


Whirlpool Food Plan 


A new food plan is being offered 
dealers by Whirlpool-Seeger Corp. 

It’s called the “Better Food 
Budget” food-freezer merchandis- 
ing plan and is designed to make 
it possible to purchase freezer and 
food to be simultaneously financed 
on a “practical”’ time payment basis. 

Franchising is being handled by 
the company's distributors. Among 
retail establishments already fran- 
chised are appliance dealers, frozen 
food locker operators and depart- 
ment stores. 

Features of the RCA Whirlpool 
plan include a food quality guaran- 
tee signed by the participating food 
provisioner and a 12-point code of 
fair practices signed by the dealer 
and his salesmen. 

Among the sales aids prepared 
for food plan dealers are: a 52-page 
customer selling presentation, a 
salesman’s guide to the presenta- 
tion, work sheets for the salesman, 


NOVEMBER, 1956—ELECTRICAL MERCHANDISING 





FEDDERS’ President, Salvatore Giordano, 
right, talks matters over with Miguel 
de Moya, center, Dominican Republic 
director of tourism, and Victor F. Melin, 
vice president in charge of finance for 
Fedders. 


a food quantity and freezer size 
slide-rule selector, a four page folder 
of charts showing meat cuts and a 
variety of sales promotional aids. 
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OVIVANIA Sf 


announces... | 
A Powerful new promotion! 


| more features to show—more features to sell 
| ...all at a sensational price with profit 


J The new SYLVANIA Devereaux 












with these dramatic customer 
benefits you can demonstrate: 





HALOLIGHT”. The exclusive frame of surround light 7 7 
that’s easier on the eyes. if 





MAGIC POWER TUNING. “Magic Power’ takes | 

os the twist out of tuning. Just touch the Magic Power button 
¢ ay and channels slide into view—one after another— ( 
without a single movement of the hand. 


Y 
US THIS REMOTE POWER TUNER— 


FREE! 
Regularly $24.95. This attractive yet simple Sylvania 
remote unit gives instantaneous power control anywhere 
$ within comfortable viewing distance. 
Ga A COME-IN, COME-ON SALES CLINCHER! 





Pius 





21’ picture tube 
(over-all diagonal 
measure) — 246 


f VY square inches 
Front removable fliter-giass. For Automatic volume control. viewable area 
quick, easy cleaning .. . a feature Preset at any level for once and 
every housewife will appreciate. always. A deluxe feature. 


VY Customatic 532 chassis. VY Clean-cut styling. Featuring \ \ —in mahogany grained finish. 
Engineered to outperform all Sylvania’s distinctive new look One national suggested retail 
others .. . greatest in fringe areas. for 1957. price! $277.00 in blonde finish. 








V Silver Screen ‘‘85”’ Alumminized FOR FULL DETAILS on this This sensational Limited-Time OFFER will be featured on 
tube. Your customers will great, profit-packed promotion, Sylvania’s exciting new television program— ‘“The Buccaneers”’ 
recognize this as the best in contact your Sylvania distributor — beginning Saturday, October 27, on the CBS-TV Network. 

ry the industry. today. Check your newspaper for time and station 
of “The Buccaneers" in your city. 











Keep your eyeon SGV LVANIA 


... the fastest growing name in sight 
ELECTRICAL MERCHANDISING—NOVEMBER, 1956 PAGE 155 

















BEST 
IN 











SIGHT 


The Tung-Sol Magic Mirror 
Aluminized Picture Tube cap- 
tures every tone, every detail 
brilliantly to bring out the best 
in every set. It’s your best in- 
surance for loyal, satisfied cus- 
tomers, Tell your supplier you'd 
rather have Tung-Sol tubes. 


TUNG-SOL ELECTRIC INC. 
Newark 4, N, J 
Sales Offices: Atlanta, Ga., Columbus, 
Ohio, Culver City, Calif., Dallas, Tex., 
Denver, Colo,, Detroit, Mich., Irving- 
ton, N. J., Melrose Park, Ill., Newark, 
N. J., Seattle, Wash, 


Blue Chip Quality 
@TUNG-SOL 


Magic Mirror Aluminized 
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NEW POSITIONS 





PARKER T. FINCH 


Hunter Div., Robbins & 
Inc.—Parker ‘I 


named sales 


Myers, 
| inch ha been 


manager for window 





DANIEL G. FANELLI 


Admiral Corp.—Danic! G. Fanelli 
has been named manager of th 
corporation's built-in division 
Fanelli was manager of market 
development for the American Kit 
chens division of Avco Mfg. Corp 

before joining Admiral. A regional 
appointee is Daniel S$. Whiteley 
named regional manager-appliance 

in the Dakota, Minnesota-Wiscon 


Silt area, 





ARNOLD C. VER LEE 


Kasy Div., Murray ( orp. ot Ameri 
ca~Amold ( Ver Lee has been 
appointed national dryer manage: 
Ver Lee was formerly associated 
with Croslev-Bendix in iriou 
sales executive « ipacities 


Westinghouse Electric Corp.—Car! 
Harshberger has been 

district manager for the 
tion's southeastern sales region 
. D. Harris has been named re 
gional manager, southwest region 
tor the television-radio division 


appointed 
Corpora 





at 


KEITH M. SPURRIER 


ind portable household fans, and 
Keith M. Spurrier to a like posi 
tion for installed ventilating fans 





JOHN F. ZUBROD 


Whirlpool-Seeger Corp.—John F. 
Zubrod has been appointed prod 
uct manager of the air condition- 
ing division 


Radio Corp. of America—Raymond 
W. Saxon has been appointed di 
rector of regional operations, Saxon 
formerly served as manager of 
RCA’s northeastern region with 
headquarters in Boston. 





ROBERT H. LOWE 


Coleman Co., Inc.—Robert H 
Lowe has been appointed advertis 
ing and sales promotion manager 
He succeeds Julian F, Warren in 
the post 


Viking Air Products—Clifford 
Woodruff has been named dis 
trict sales manager for Wisconsin, 
Illinois and metropolitan St. Louis 
William Siebenthaler takes over 
with a like title for Texas, Okla 
homa, Kansas and eastern Missouri 


NOVEMBER, 








Made to the highest require- 
ments of leading set manufac- 
turers, Tung-Sol Tubes are per- 
fect replacements for all sets. 
Bank on Tung-Sol’s brand of 
quality—tops in the industry. 
It’s the sure way to avoid call- 
backs that eat into profits. Tell 
your supplier you'd rather have 
Tung-Sol tubes. 


TUNG-SOL MAKES 
All-Glass Sealed Beam Lamps, Minia- 
ture Lamps, Signal Flashers, Picture 
Tubes, Radio, TV and Special Purpose 
Electron Tubes and Semiconductor 
Products. 


Blac hip Quality 


@ TUNG-SOL 





RECEIVING TUBES 
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CHANGE 
IS IN THE) 
AIR 


Gibson 


— ORDINARY ROOM 
ROOM AIR CONDITIONERS me adolelii Mel tale tile) 


A steady blast 













ce S §6stirs. Many 


that result 





No More “Closed-in . . . Closed-window” Feeling! re 


Here’s the most important advance ever made in room air conditioning! 
And one that will convert millions of “objectors” into enthusiastic “takers.” 
Now, instead of blasting the air in pre-set directions, Gibson Air-Sweep 
automatically and continually sweeps the air gently from side to side! 





Now the room feels as fresh as all outdoors! And what does that do for 
air conditioner sales? Well, just imagine (you're too young to remember) 
what the oscillator did for the electric fan—and multiply that many times. 

Read about Air-Sweep (Patented and exclusive) and all the other Gibson 
features on this page. And if you'll read between the lines you'll see another 
message: “Don’t buy air conditioners until you see Gibson!” 


AIR-SWEEP 
CIRCULATION 


NEW 17” TRIMLINE DESIGN 
ends unsightly overhang. Removable chassis. 

All electrical service from the front without 
removal, Fits every type of installation. 

LOW AMP MODELS 
—plug into 115-volt outlet, take only 7.5-amps. 

DUST MAGNET ELECTROSTATIC FILTER 
—attracts and holds dust, lint and pollen. 
Permanent and washable 

MORE “COLD” PER SQUARE INCH 
—Greater efficiency from oversize coils and better 
distribution at air intake. 

HUSHED WHISPER 
—inside and out. Wheel type blower lowers 
outside sound level 


" 
able 





EASY INSTALLATION 
—-Gibson saves time for you by 
pre-assembly and pre-testing ot 
the factory. 


Gp inalpendlrt:.. Go gy, 
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DIVISION OF 








. -lour Best bet for SALES! 


Seles and profits that "f, and stay up 
are yours with the ihe oo of Burgess 
batteries and flashlights ee 
advertising, «4 strong e, y it 
éo your = for 
se certain, with profit. There is « 
flashlight ight, battery, se -o0l ket. 
light 4 for every need, and Burgess ie 8 
factory-quaranteed, brightly-styled usttoris 
is known the world over. Burgess is your 
customer's better buy! 

















POWERFUL 
CONSUMER ADS 
APPEAR in 





A smash suscess oinee “” wee fret 
itredueed « year age, the Gadar-Lite 
4, practical emergency light 

a 


Saturday Evening 
Post 








© Life ona Ue cower tangs PL. a 

» ames battery Burgess has ever made 

© Sports Illustrated PLUS A COMPLETE LINE OF 
© Farm Journal STANDARD LIGHTS & BATTERIES 
© True 

© Outdoor Life 


THE MODEL MAKERS 
FAVORITE! 


Business Week 


Roy's Life 


Popular Electronics 





Flashlights 
are available in gleaming 
combinations of chrome 
ond enamel in 2, 3, and 
5-coll models, and in eye- 
catching display assort 
ments 





Metal-clad 
6 volt battery for gen- 
eral evidoor applica 
tlons! 


Little-Six and Giant-Six 


1¥% volt dry calls for neral 
ignition, telephone, and elec 
tronic service 


Bo ce -—f 


CONTACT YOUR BURGESS DISTRIBUTOR TODAY! 














NEW 18” HEAVY 
DUTY REEL 


ips 





BY POPULAR DEMAND... DAVIS BRINGS BACK 
ITS FAMOUS HEAVY DUTY POWER MOWERS 


Davis brings you the most exciting lawn mower buys of the year highlighted 
by the return of the famous Davis Heavy Duty reel-type models with top sales advan 
tages, exclusive Davis quality features: New Davis cutting height adjustment that 
allows up to a 3” cutting height by moving of wheels — a height never before obtain 
able on reeltype mowers; Timken bearings; Automatic clutch controlled by hand 
throttle; Extra heavy malleable spiders; Heavy duty side plates; Briggs & Stratton 
4-cycle engine with recoil starter 


in rotaries, you will find the new Davis 22” rotary at the very top in selling features 
Check these outstanding Dovis sales advantages: One piece shatterproof cast aluminum 
chassis; Self-cleaning side discharge chute; New suction vent allowing trimming up to 
any obstacle; Hub caps and latest offset wheel design for non-scalping; New non-skid 
foot pad for safe, easy starting of engine; 2'4 horsepower 4-cycle engine with recoil 
starter 


Davis is the line to measure against. Never before have you been able to offer 
so much more for your customer's money. Look into this remarkable line of power 
mowers, It makes good sense and gives you the sales story of the year. Write, call or 
wire for full details and name of your nearby jobber 


G. W. DAVIS CORPORATION 


Richmond, Indiana 
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RAYMOND 8B. GEORGE 


Philco Corp.—Raymond B. George, 
formerly vice president-merchandi- 
sing has been named vice president 
in charge of sales promotion. Max 


MAX ENELOW 


Enelow, who formerly held the 
title of advertising counsel for 
Philco, has been appointed adver- 
tising manager. 








ROBERT SHERIDAN 


Mitchell Mfg. Corp.—Robert Sher- 
idan has been appointed to the 
newly created post of manager of 
eer and sales development 
or the commercial and residential 
air conditioning division of the 
company. 


Cory Corp.—E. W. Gutgsell has 
been named assistant national 
sales manager for consumer prod- 
ucts. Regional appointees include 
Frank C. Power as midwestern 
divisional sales manager and Frank 
Pollitt as territory manager for 
the Dakotas, Minnesota, Western 
Wisconsin and eastern Montana 


Airtemp Div., Chrysler Corp.— 
R. S. Martin has been named 
district manager for the division’s 
west coast sales region. 


Norge—Cary A. Austin has been 
promoted to district manager with 
responsibility for sales in Allen 
town, LeMoyne and Philadelphia, 
Pa., Baltimore, Md., and Washing 
ton, D. C, 


Aveo Mfg. Corp.—Michael H. Ste- 
vens has been named director of 
sales training for the corpora- 
tion’s American Kitchens division. 
Stevens formerly was Denver dis- 
trict sales manager 


Amana Refrigeration, Inc.—Eldon 
H. Adrian has been named sales 
manager of the St. Louis area suc- 
ceeding Thomas J. Fitzgerald. 


NOVEMBER, 





WILLIAM L. HULLSIEK 


Kelvinator Div., American Mo- 
tors Corp.—William L. Hullsiek 
has been named merchandising 
manager for the division. Hullsiek 
had previously served as advertis- 
ing and sales promotion manager 
for both the Leonard and Kelvin- 
ator divisions, 


Gibson Refrigerator Co.—A. F. 
Johnson has been named product 
manager of the company’s air con 
ditioning and heating division. 
Regional appointees include 
Charles Sims as sales manager for 
the Washington, D. C. area, and 
Frank Early to a like position in 


Dallas, Texas. 


General Time Corp.—Joseph A. 
Donahue, recently appointed di- 
rector of sales, has been elected 
a vice president. 


John Oster Mfg. Co.—Max L. Col 
lins has been appointed midwestern 
regional sales manager with head 
quarters in Milwaukee, Wisc. 


Hoover Co.—Allen E. Peyer has 
been named new produc ts plan- 
ning manager. Peyer was formerly 
director of the market plans di- 
vision for the industrial design 
firm of Raymond Loewy Associates, 
Chicago. 


Unarco Air Conditioning Products 
—John T. Obrig has been appoint- 
ed eastern regional sales manager 
with headquarters in New York 
City. 
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FOR THE CLEAN 
HOT WATER SO IMPORTANT 
IN EVERY HOME... 


wo PY, 
\ 


roe & “ae ) 
mn a : 


| j 
= DI 


Every day clean hot water becomes 
more important to modern homes. 


eoliee uke thattanka to help you...Permaglas brings you the | 


water almost for granted 


... because they have CONFIDENCE | 
in you to give it to them. lag lence | 
And you, in turn, know that you can 


only protect your valuable reputation 








by selling them a water heater that 





hee Sev touhdiaees: Wiekote consumer advertising displays to bring YOU 
sell them a Permaglas glass-lined water pointed to YOU customers 
heater, you know you're selling the Outstanding advertisements in Sparkling, fresh new point-of-sale 
glass-lined water heater proved by over full color in nine major national and window displays will 
3,000,000 families . . . the glass-lined magazines will shout about bring customers in, and help 
water heater made by A. O. Smith, this campaign. you make more sales. 
who coats more steel with glass than 
any other manufacturer in the world, ; iy c ‘ 
Rind de, to bike you talhdvour ocal advertising to bring promotional aids to help 
customers’ CONFIDENCE still YOU business YOU sell 
further, Permaglas brings you a Local newspaper advertisements Bright, compelling new 
great new campaign ... all of it will tell them YOU sell promotional aids make selling 
designed to help you / Permaglas, will belp build easier. There are mailers, stuffers, 


| their CONFIDENCE in YOU, booklets to help make sales. 


Through research a better way 


Permaglas| AQSmith 


Pormagias Div, Kankakee, 111; International Div, Milwaukee, Wis, 
“BETTER GLASS « + LONGER LIFE” in Canada: John tngils Co,, Lid, Toronto 


don't lose a minute 
call your 
distributor now! 
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THE ORIGINAL 


LAUND-R-VE 


BEST 





increase 
Profits 
This 
Simple 
Way! 


You con always sell o LAUND-R-VENT when you 
sell a dryer becouse LAUND-R-VENT completes 
the installotion; automatically carries lint and 
moisture to the outside, helps keep laundry room 
dry and clean, One minute's sales talk, a hand- 


some extra proft it's as simple as that! 


Complete Kits Ready to Install 


The all-cluminum LAUND-R- VENT is weather-proof, 
rust-proof, freeze-proof, Automatic damper pre- 
vents down draft. individually packed, or com- 
plete kits in 3” and 4” diameters which include 
one LAUND-R-VENT, piping, fittings and instal 
lation instructions. Choice of flexible ducting or 


Snap Lock aluminum pipe and ells 


ASK YOUR JOBBER: Mos jobbers carry LAUND- 
®-VENT kits. If your jobber can't supply you, write 
ving his name. We'll send you prices and literature 


w once. 





COLE-SEWELL 


mM PRINCIPA 





i ae i 











Snap Lock aluminum pipe requires 
no riveting or cinching. Snap it to- 
fogether, it locks itself and is ready 
for work 





Attractive, silver finish Fiberglas 
flexrible ducting is fire-proof, vermin- 
proof, washable, durable. Won't 
radius 


rust or crrode, Bends to |" 

















Make friends with your customers 


Seatac Stu ee ae 


| Webb Manufacturing Co | 
1 2016) N. 4th St., Phite. 33, Pa. | 
| | 
| 1 price of Slingabout or Wrapabout for | 
| hudel @ Make. | 
| | 
] © Refrigerator ) Freezer © Dryer | 
| 0) Range ) Washer (specify) 
! WAME... a 
| | 
j | 
j Se | 
| | 
| ciry.. — ——E | 
| i 
j CONE cee VATE... — — | 
Datesapeeeda aneicenenemions J 
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You sell the appliance on your show- 
room floor, but when you deliver it, you 
sell yourself. So if you want your cus- 
tomers to remember you with pleasure, 
do a professional job on every delivery 
Protect appliances such as ranges and 
refrigerators with Webb Slingabouts.® 
They guard the appliance against bumps 
and scratches, spare customers’ paint and 
woodwork. Webbing handholds help men 
maneuver appliances smoothly into 
lace. For further information about 
Slingabouts (water - repellent canvas 
jackets lined with soft flannel), fill in 
the coupon opposite. 


SLINGABOUTS 


For Radio, TV, Air Conditioners, 
ask about Wrapabeouts® 





8 UNIVERSITY AVENUS 
ST. PAUL 14, MINNESOTA 


} * 








HOME ECONOMISTS Barbara Bloom (left) and Gloria Perry put together all the 
props needed for Norge distributors who this fall are expected to stage 2500 
“Tots ‘N Toddlers Launderamas” in dealer stores. The shows are designed to 
demonstrate how to automatically launder children’s clothes. All props are 
contained in these plastic diaper pails and clothes baskets. 


DISTRIBUTOR NEWS 





G.E. APPLIANCE CORP. 


Mid-September saw the embat 
kation of more than 180 General 
Electric dealers on an all-expense 
paid trip to the Hawaiian Islands. 
he trip climaxed a Hawaiian holi 
day sales campaign that ended 
June 29, a competition which in 
volved more than 600 General 
Electric dealers in southern Cali 
fornia, with winners being chosen 
on the best realization of sales 
quotas. Winners re presented a rec 
ord number of dealers 

Stratocruisers carried the win 
ners to Honolulu where they were 
hosted by a group of ten company 
executives, including Stephen B. 
Maher, southern California branch 
manager Headquarters for the 
party in Honolulu was the Royal 
Hawaiian Hotel, and activities im 
cluded such traditional — island 
amusements as luaus, surf-riding, 
inter-island air excursions, and danc 
ing and entertainment by 
Polynesian group 


native 


DISTRIBUTOR BRIEFS 


@ Prudential Distributors, Spokane, 
have announced plans for construc 
tion of a $200,000 building. The 
building will provide 40,000 square 
ofice and display 
space and is scheduled for compl 
tion in early January 


feet of storage, 


@ Maytag East Coast Co., Jackson 
ville, Fla., have announced the 
opening of new office and ware 
house facilities. The new headquar 
ters in Jacksonville were opened to 
the public at an open house held in 
celebration of the company’s twen 
ticth anniversary as a Maytag appli 
ince distributor 


NOVEMBER, 


eW. L. Roberts, Inc., Memphis, 
I'enn., have announced their move 
to a new 20,000 square foot ware 
house and showroom 


@ Mills Ironrite Distributor, has 
been established in Baltimore, Md 
The firm, which as the name im 
plies will handle Ironrite products 
only is headed by W. P. Mills a 
former regional sales manager for 
the company 


PERSONNEL APPOINTMENTS 
Hoffman Sales—lom E.. Mumford, 


(general manager, San Francisco); 
William J. Merrill, (manager, Hoff- 
man Sales of Oregon); William J. 
McCluney, (southwest district man 
ager); O. R. Barnes, (Cincinnati 
district manager) 


Olympic of Chicago, Inc. Amold 
I’, Perdock, (general manager). 


RCA Victor Distributing Corp.— 
C. A. Malin, (vice-president and 
general manager, Chicago, II1.). 





WALTER J. DAILY, Lewyt vice president 
points up a feature of the company’s 
product during meeting at Gerald O. 
Kaye Associates, newly appointed Lewyt 
distributor in metropolitan New York. 
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BERNS AIR KING 
ALL PURPOSE FANS* 
FIRST IN QUALITY 
AND PERFORMANCE 


* Models RA20 - RTC20 


BERNS AIR KING 
CORPORATION 


3050 N. Rockwell 


Chicago 18, Illinois 


Be first in ’37 
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IMPERIAL DELUKE 20° 
WINDOW VENTILATOR Av?0PN 


20” ELECTRICALLY REVERSIMLE 


WINDOW VENTILATOR $Q20P6 


20° TAN MORILE (M20 


ii 


HASSOCK FAN. HIL2N 


| 


OR) AlmE ELECT RIC 
DEHUMIDIFIER, OHION 


—— 
x 


bi 


f 


OLLUAE ALL PURPOSE 
FANS, “HT” SERIES 
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THE MOST 









) the new 
Automatic 


EGG COOKER 
aa,” 129° 


Here's on appliance that's new and different — an automatic egg 
cooker that ovtclasses all others in design, performance, and extra utility 
features. it boils, poaches, ar scrambles eggs to the peck of perfection 
automatically! includes boiling tray, scrambling pon, poaching tray, and 
72” cord, Your customers will want this latest cooking sensation 


Remember — the new automatic way to 
cook eggs is catching on fost. ORDER NOW! 


Deluxe 
EGG SERVICE SET 


Vow il attract every shopper's 
eye with thie array of emeart 
ly styled, appealing merchan 
dise. Complete set includes 
Ne. 300 aviemati«c eee cook 
or deveribed above, chrome 
serving tray end 4 beautifully 
decaaied ching eg@ cvpt — 
on evisianding gift item 


Medel 30) $9895 


Ask your jobber about this 
exciting new appliance of write vs 


HANKSCRAFT COMPANY + Reedsburg, Wisconsin 





NEW folding platform attachment 


fits all 


YEATS 


carries TV models & chassis 
ends back breaking 
lifting & lugging! 


dollies 










Folds vp 

when not In usel 
Attached instantly, this ingenious new 
aid to TV and radio repairmen ends sec 
ond story service problems when remov- 
ing TV table models or chassis. With 
this new attachment, YEATS dolly users 
can use the dolly for chassis 
and table models as well as 
consoles .. . enjoy all the fa 
mous YEATS handling 
conveniences: 30 second 
strap ratchet fastening, 
caterpillar step glide 
and on-a-dime turn- 
ing. Folding Plat 





NOW! NEW LOW PRICE on 
FLEXO-SPACE Self-Service Island 


ANNOUNCING our new low prices on 














FLEXO-SPACE Self-Service Islands. Here 
is your Opportunity to follow the trend of 
thousands of aggressive merchants and mod 
ernize your store with FLEXO-SPACE at 
a savings of 50% over competitive Islands 
Fl a gives you Self-Service, 
Rae Mass Display and 300% more Sellin 
form is 13¥a"x24", Space then one flat-type counter. Yes, in 
priced at 89.95. only 124 Sq. Ft. of floor area you get 50 
Call your YEATS Sq. Ft. of selling space. Raise or lower 
dealer today! the shelves every 2” within 15 adjustments 
COVERS & PADS FLEXO-SPACE is a complete Island! Your 


. customers shop on 4 sides from 5 large 


Self-Service shelves 
Furniture Pad 


been “Tested and Proved” by thousands of 
retail merchants. New amazingly low prices 

SEND postcerd for full information 

en evr complete line TODAY! 


on FLEXO-SPACE at almost 50% less than 
you expect to pay. Write for FREE cat- 
alog on FLEXO-SPACE and other Self- 
Service fixtures Do it now—Today! 





Migs. Write for special extra low prices. 


ADD SALES CO. 


802 York St 


dolly sales co. 


2197 NM. 12h S. Milwevkee 6, Wis, 


Manitowoc. Wis. 
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Distributors Named 





FLEXO-SPACE has | 


Admiral Corp.—Price Supply Co., 
Amarillo, Tex. 


Chrysler Corp. Airtemp Div. 
Pugh Heating and Air Condition 
Toledo, Ohio. 


Du Mont Labs, Inc., Allen B.— 
Hopkins Equipment Co., Atlanta, 
Ga.; Shelby-Skipwith Inc., Mem 


phis, Tenn 


Eureka Williams Corp., Eureka 
Div.—B. H. Spinney Co., Syracuse, 
N. Y.; Brown and Lawson, Inc., 
Dallas, Tex.; Southern Wholesalers, 
Inc., Washington, D. C.; Electrical 
Supply Co., New Orleans, La.; 
Nevhart’s Inc., Williamsport, Pa 


ing Co 


Fedders-Quigan Corp.—-Wm. Ber 
rington and Sons, Inc., Cleveland, 
Ohio; Radi-Heat of Kansas, Kansas 
City, Mo.; Southern Plumbing and 
Heating Sale Co., Memphis, 
l'enn.; E. W. Reinertsen, Minne 
apolis, Minn.; W. H. Dudley, Jr., 
New Orleans, La.; Bryant-Williams 
Co., Pittsburgh, Pa 


Florence Stove Co.—Bluefield Hard- 
ware Co., Bluefield, West Va. 
Frick Co.—Pappas Refrigeration 
Co., Houston, ‘Tex 


Geneva Kitchens—John R. Woods 
Co., Salt Lake City, Utah; Gray 
Sales Co., Boston, Mass.; Lynn 
Koehlinger Co., Fort Wayne, Ind.; 
Hermitage Electric Corp., Nash- 
ville, Tenn 


Gibson Refrigerator Co.—Standard 
Electric Supply Co., Milwaukee, 
Wisc. 


Hobart Mfg. Co.—W ood and Hoel- 
sher, Inc., Atlanta, Ga 


Hoffman Electronic Corp.—Provi 
dence Electric Co., Inc., Provi- 
dence, R. I.; W. L. Roberts, Inc., 
Memphis, Tenn.; Jones-Cornet 
Electric Corp. Inc., Welch, 
W. Va.; Brown and Lawson, Inc., 
Dallas, Tex. 


Ironrite, Inc.—Lone Star Wholesal 
ers, Inc., Dallas, ‘Tex. 


Landers, Frary and Clark, Inc.— 
Seig Home Supply Co., Davenport, 
la 

Markel Electric Products, Inc.— 
Martin Co., Philadelphia, Pa. 
Manitowoc Equipment Works— 
Woodward Wight Co., New Or 
leans, La 


Norge—C. R. Rogers Corp., Erie, 
Pa, 

Olympic Radio and TV—Standard 
Supply Co., Inc., Salt Lake City, 
Utah 


Republic Steel Kitchens—Pearl 
man’s Inc., Asheville, N. C.; Schu- 
macher and Seiler, Inc., Baltimore, 
Md. 


Westinghouse Electric Corp.— 
Southern Furniture Sales Co., Chat- 
tanooga, Tenn. 

Zenith Radio Corp.—McWhorter, 
Weaver and Co., Chattanooga, 
Tenn.; Joseph M,. Zamoiski Co., 
Washington, D, C.; Emery-Water- 
house Co., Portland, Me. 


NOVEMBER, 








Quick 


easy way 


to make pipe connections 


FOR WASHERS, 
REFRIGERATORS, 
AND OTHERS 


DRIERS, 





Model CT—with flared joint 
for copper tubing 






Model ST— 
for pipe connections 


SKINNER-SEAL SADDLE TEE—for mak- 
ing pipe connections. No pipe cutting or 
threading. Only one bolt to tighten. 
Quick, easy. Cuts cost. For installing wash- 
ers, driers, gas refrigerators, heaters, 


etc. Write for circular. 


Approved by Underwriters’ Laboratories, inc. 


M. B. SKINNER CO. 


SOUTH BEND 21, INDIANA 





‘The PROMOTION 


that MOVES 
the GOODS 


MOVED CARLOADS OF 
MERCHANDISE FOR 


Whirlpool 





Want the facts on a fabulous success 
story? Want to know how DINNERWARE 
by STETSON is moving “big-ticket” mer- 
chandise at the dealer, distributor and 
manufacturers levels for Whirlpool? 


You'll be amazed! And you can put the 
facts to work for youl 


GET THE FACTS TODAY—ABOUT THE 
MOST SUCCESSFUL TIE-IN PROMOTION 
EVE® "Sem RY “WHIRLPOOL! 


WRITE DIRECT TO—George Seibert, 
ton Manager 


tetson China Co., wxco u. 


‘ Amerie) larged ond thea theaters Onnerware thamdechees 
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FOUND THE STAINLESS STEEL 
SINK FOR HER NEW KITCHEN 


And no wonder—when you pointed out how ENDURO® 
Stainless Steel, made by Republic, can never chip, flake 
or wear through, won't tarnish, and retains its brand new 
look. And wasn’t she surprised to learn that the model 
she selected from your complete Republic Steel Kitchen 
line was priced right with porcelain in a similar model? 
When quality stands out, it’s easy to sell. That's one of the 
big reasons why Republic Steel Kitchen dealers start 


with a sink and sell a complete kitchen, 


THIS PROFITABLE OPPORTUNITY IS YOURS! 


Get the hard facts story on what's happening from now on 


in the kitchen business, Find out how Republic Steel, with 





“mine to market” facilities, can offer you more, 


Start the coupon on its way. 


REPUBLIC STEEL 


Ohta 


IN CLASSIC WHITE « LARGO YELLOW 
TEMPO TURQUOISE ee PRELUDE PINK 


REPUBLIC STEEL KITCHENS 
1038 Belden Avenue 
Canton 5, Ohio 


(] Send me free copy of “Why Get in 
the Steel Kitchen Business?” 


C) Have my Republic Steel Kitchens 
distributor call on me. 





Dealership 





Individual 





Address 





City . State 
EM-6611 
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The Future Is Electric 


A McGraw-Hill forecast indicates great growth 
in the use of electricity in tomorrow's expanding era of 


more ease and greater automation 


“A bigger, better, and brighter 
tomorow’ is foreseen by Electrical 
World, a McGraw-Hill publication 
in its seventh annual clectrical in 
dustry forecast 

According to the article, th 
promising future can be attributed 
to imecreasmg consume: ippetite 
and willingness to expand on th 
part of industry 

Ihe article said Chiefly be 
cause they now better know our 
economy § enormous potential, Me 
Graw-Hill economists have raised 
their sights. They have upped thei: 
long range outlook for industrial 
production 18 percent over last 
years prediction, And as a result 
their estimate of national product 
Thinking 


on just how much money consum 


has been increased 13% 


ers will have to spend on conven 
iences (including electrical living 
has naturally also climbed 

Population and Spending. ‘Ihe 
article contends that increasing pop 
ulation will continue to be a power 
ful driving force in our national 
economy, Seeing immediate ris 
of 2.8 million peopl i vear for the 
next two years, a total of 212.7 mil 
lion, or 26 percent over 1956, i 
foreseen by 1970. Most impor 
tant, however, will be the rise in 
household units, It is believed that 
the 1970 population will contain 
69.2 million household units, al 
most 4 40 percent increase over to 
day 

A further prediction indicates 
that 1970 housing starts will be 
1.6 million a year, But, it is pointed 
out, the current low rate of family 
formations will hold housing starts 
low in the late 1950's 

It is further stated that gross na 
tional product (the measure of the 
overall output of goods and sen 
ices) will increase 58.8 percent to 
$643.3 billion by 1970. Almost 70 
percent, of $251 billion, of this 
vear's GNP will become the real 
income of individuals. And from 


now until 1970 consumer dispos- 


ible income will climb almost 65 
percent to a record $463 billion 

Residential Kw.-Hir. Sales. Al 
though the article reports that resi 
dential customer increases will be 
only about 1.2 million a year be 
tween now and 1960, the utilities 
can look forward to a surge by 1970 
when the post-war baby boom b« 
gins to form into new household: 
It is estimated that by 1970 ther 
will be 63.8 million residential cus 
tomers, a 36 percent increase over 
1957 

Increases in consumer disposable 
income will be a bigger factor in 
boosting residential sales and, in 
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iddition, “‘electric living’ will b 
closer to a fact by 1970 than it | 
now. The air conditioning, electri 
heating, and electric cooking that 
are today's luxuries will be a nec 
ity tomorrow. In 1970, the aver 
we residential customer will us 
4,070 kw.-hr. per year to run hi 
clectric home, a 170 percent in 
crease over this year 

Ihe cost of electricity should 
continue to go down, due to greater 
ales and technical advances, but 
iverage annual residential electri 
bills will be up, due to increased 
use. Utility revenues from residen 
tial electric service will hit $11.7 
billion in 1970, a jump of more 
than 200 percent over next year 
$3.9 billion 

This added residential and com 
mercial demand for electricity will 
force the utilities to modernize and 
expand, By 1970, the country’ 
gencrating capability will stand at 
360.3 million kw 


EEl Awards 


Awards are being offered through 
Edison Electric Institute for top 
results in promotions covering elec 
tric ranges, water heaters, laundry 
equipment, commercial cooking 
and lighting, rural and industrial 
electrification, Home Service, resi 
dential and industrial lighting 

Utilities and the dealers with 
whom they have been cooperating 
are urged to consider entering their 
sales accomplishments in one or 
more of these EEI awards contests 
In addition to the awards, national 
recognition and local publicity is 
iccorded the winners. Size of the 
company 1s not a factor: more im 
portant is success of the job done in 
relation to the area served. 

Entries can be sent in only by 
utility companies. Simplified en 
try rules, as well as the terms and 
conditions of the various awards, 
can be obtained from Edison Elec 
tric Institute, 420 Lexington Ave., 
New York 17, N. Y. Deadlines for 


entries are Feb. 1 and 15, 1957 


Food Plan Set-Up 


The Ben-Hur Mfg. Co. an 
nounces the organization of a new 
food service division under the di 
rection of F.. F. Jackson, vice presi 
dent and general sales manage 

Direct supervision of the oper 
ation will be handled by V. H 


Linneman, former eastern regional 


Waking Up the Market 








AMERICANS will “Wake to Music’ during November if these gentlemen have 
their way. They represent four industries (recording companies, set makers, 
broadcasters and the entertainment world) which are cooperating to sponsor 


Wake to Music month in November. 


From left to right are broadcaster John 


Meagher, RETMA executive vice-president James Secrest and John McLeod, 


industrial sales manager for Telechron. 


sales manager for Ben-Hur, Spe 
cialist salesmen already appointed 
to the division are Ray E. Jaeger 
and Howard M. Kissner. Mor 
specialists will be added as demand 
for the service grows. 

According to Ben-Hur officials, 
the addition of the new division 
came about when it was realized 
that food plans had become too 
big and too specialized for the 
usual service of district and regional 
men 

Under the new program, Ben 
Hur will keep dealers and distribu 
tors up-to the-minute on the com 
plexities of the industry and will 
aid them with both new ideas and 
training helps. A fully rounded 
operation, it will assist in all stages 
from the hiring of new men, 
through their sales training, and 
on into the field 


Brand Contest Opens 


Entry blanks are now available 
for the ninth annual Brand Names 
Retailer-of-the-Year awards. Once 
again a separate category has been 
set up for appliance retailers and 
last year’s winner in this group, Sam 
Hagy of Dallas, will serve as one of 
the 24 experts judging this year's 
competition 

lo qualify for the awards a 
dealer must briefly outline his brand 
promotional activities thus far in 
1956 and add a plan for the balance 
of the year. A standard entry form 
is available from the Brand Names 
Foundation, 437 Fifth Ave., New 
York. No entry fee is required and 
the initial entry requires no samples 
of the activities. A screening com 
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(For details see EM, Sept., page 256). 


mittee will nominate finalists who 
will be invited to submit detailed 
presentations for the final judging. 
Initial entries must be received by 
January 14, 1957 


ACTION on Tour 


A 90-minute show designed to 
dramatize the growing fight against 
blight is being sent on an eight 
month tour of more than 90 cities 
by ACTION (American Council 
To Improve Our Neighborhoods) 

The presentation points up the 
need for urban renewal and also 
presents specific examples of what 
some cities are doing to check the 
menace of decay. 

The presentation combines mo- 
tion pictures and photographs and 
will be narrated by its producer, 
David Keith Hardy. The show was 
prepared by Life magazine as a 
public service contribution to 
ACTION’s continuing program 


Help for ohi 


Thirty manufacturers have al- 
ready agreed to help underwrite the 
cost of Operation Home Improve- 
ment in 1957 but once again few 
firms in the appliance field have 
volunteered. 

Among the new sponsors are 
Kitchen Maid Corp., B. F. Nelson 
Mfg. Co., Republic Steel, Temco, 
and Thomas Industries (Moc 
Light). 

The new sponsors have agreed to 
put up a total of $62,530 of th 
budget requirement of $175,000 
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Another exclusive ...another big selling-feature of the 


Here’s the easiest Portable TV you can sell! 
Side-by-side “Picture” tests let you show pros- 
pects that (*is 14”* powerhouse gives the per- 
formance o: a full 21” console! Side-by-side 
“Beauty”’ tests let you prove that it’s unequalled 


*OQver-all tube diagonal. 105.4 sq. in. viewing area. 


“PORTABLE THAT PERFORMS WHERE OTHERS FAIL!” 


for smart good looks! Together with Raymond 
Loewy styling ... full tube complement .. . 
trouble-free horizontal Silver Safeguard Chas- 
sis . . . 90° Aluminized picture tube .. . it’s 
no wonder Dealer sales are soaring! 


*. 


Model 147170 series 





NOW! (rion Locury ary 
NEW WESTINGHOUSE 
PORTABLE TV! 





RAYMOND LOEWY 
of Raymond Loewy 
Associates...famous 
for pace-setting auto- 
mobile, furniture and 
interior design... 
now creates striking 
‘tapertrim’ styling 
for Westinghouse 
Portable TV —a totally 
new concept in func- 
tional beauty. 
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you can BE SURE...iF ITS Westi n ghouse TELEVISION-RADIO DIVISION, METUCHEN, WN. J. 
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Supplement Products Services 
For More Sales - More Profits 
RATES 
$23.10 per inch. Contract rates on re 
quest. An advertising inch is measured 


Ya" vertically on one column, There ore 











4 columns 48 inches to a page 
WHY PAY TWO MEN? 
Toke 350 tbs. UPSTAIRS 
ALONE! 
FE SAVE $10 
A DAY 
















write “WHYKER’ 
Bex 71867M 

Phila. 17, Pa. 

_ WALKS UPSTAIRS-YOU DON'T DRAG IT 


Roll ‘em with ROLL-OR-KARI 
DUAL TRUCKS 


The sale, easy and 
quick way to han 
——- die appliances. 

— Patented Step-On 
Litt — Retractable 
wheels. Cap. 1,000 
tbs. Ship. wt. 45 ibs. 
REGULAR MODEL equipped with fixed 
DE LUXE MODEL with swivel wheels of one 
ond Write Dept 8 


ROLL-OR- KARI co. 























iwere ZTUMEBR 


TRUCKS 


For safe and easy han- 
dling of Ranges, Refrig- 
orators, Freezers, Wash- 
ers, Alt Conditioners, 
Pianos, Television sets, 
Venders, etc. Experience 
in manufacturing equip- 
ment for heavy case 
moving since 1901. 


NO. 102 
BALANCE TRUCK 


NO 


SELF-LIFTING - 7-300 


ONE MAN 


PIANO TRUCK CO. [EueMnnLie 


475. Wein St Findlay, Ohie 


LEGAL NOTICE 


STATEMENT neQgt IBRD nY THE ACT br v4 Anat ve 
M, i012, AB AMENDED BY THE ACTS 
MAnch tis AND Jt LY, 2. oda (rite 
30, United Mates Code, Section 253) 
SHOWING. THE OWNERSHIP 
MANAGEMENT A! 
CIRCULATION 
Of Bileetrical Morepancinne. wubtted monthly at 
Albany. New York, for October |, 
i fname and addres of the publisher, editor, 
mthetiite editor, and sales manager ist Publisher, 
“iraw Hil! Publhhing Company, Ine., 390 Weat 
ind Street, New York 86, N. ¥.; Baditor, Lapreges 
Wray, 390 Wet 42nd Street, New York ia, N 
anaes efter, Tobert Armatrong, 330 West, ind 
ew York 30. N. Y¥.; Bales manager 
tain, 580 West 4and Mtreet, New York 34, ys a 
The owner i McGraw-Hill Publishing Company, 
int 430 Wen 42nd %.. New York 36, N. Y 
holders holding 1% of more of stock are: Donald © 
Motirew and Willard T. Chevalier, Trustees under 
Deed of Tru did 1/14/81, as amended, m/b James 
ii, Medivraw, deveawd: Donald C. MoGraw and Haroid 
. MeQraw as Trustees under indenture m/b James 
Hi, Moetiraw dated 7/1/87. as amended; Donald C, 
Motiraw, indiidustiys; Harold W. MeQraw, indi 
vidually; Elizabeth M. Webster, c/o Donald CC, Me 
Grew (all of 530 West tnd St, New York 36, N. Y¥.); 
Mildred W. MoGraw, Madison, New Jersey; Grace W 
ehren, 696 Arenas &.. La Jolla, Calif.; Genoy & Co., 
Pr. a. lar 401, Church #. Station, New York, N. Y.; 
Merrill Lynch, Pierce. Fenner & Beane, 10 Pine Mt, 
New York, N. ¥.; Towehstone & Co., ¢/o Wellingtes 
Fund, Inc.. Claymont, Delaware 
4 « known bondholders, mortgagees, and other 
seourity holders owning or holding percent or more 
of total amount of bonds, mortaages, or other securities 
ere: one 
4. Paracraphe 2 and 3 include, in cases where the 
sockholder of security holder appears upon the books 
of the compan: an trustee or in any other fiduciary 
relation, the name of the person 6, corporation for 
whom such trustee ts acting; also the statements in 
the two paragraphs show the aMfiant’s full knowledsee 
end of as to the elroumstances and conditions 
under which atockhoilers and security holders who do 
mot appear upon the books of the company a6 trusters, 
hold stock and eereerniicn in @ capacity other than 
that @ bona fide owne 
JnAW | = pa)! TLimniwo coO., INC 
OUN J. COOKE Gonrsary 
to end eubeortned before me this léth day 


Sword 
of ber, 1956 
ANET A. pApey tc K. 
(My Commiaton ashes March $0, 
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bigger sales for you... HOME-tailored! 


On NBC Television’s HOME, Arlene Francis and Sewing Editor impact of the star and the show right into your store, On-screen and 


Lucille Rivers provide all the information women want and need in-store, Arlene Francis and HOME build bigger sales and profits for you! 













to live better, work better and look better. That’s why HOME’s 
So keep your Pfaff Sewing Machines prominently displayed 
regularly-featured sewing sessions attract women by the millions 
and top them with HOME merchandising aids, You'll get 
...and keep them asking for Pfaff Sewing Machines. 
the same big payoff retailers get whenever the T-H-T stars — 
Because women find HOME exciting and Dave Garroway, Arlene Francis and Steve Allen—go to work 
worth following, more and more retailers for them. Together, these three stars talk to 22,000,000 


are following up at the point of sale. Now, viewers weekly,,.and they sell 34 products you carry! 


(QB TELEVISION NETWORK 


you can display HOME merchandising aids 


featuring Arlene Francis, and bring the full 


T-H-T: TODAY starring Dave Garroway HOME starring Ariene Francis TONIGHT starring Steve Allen 
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EDITORIAL 








LAURENCE WRAY 
Editor 


The Discount House 


Grows Up 


AST month, Stephen Masters, who for several 
[* cars has run one of the better-publicized dis 
count houses in New York City, opened two 
branches in the suburbs—one at Paramus, N J., the 
other at Elmsford in Westchester County. The open 
ings were publicized with half a million dollars worth 
of newspaper, radio and ‘I'v coverage; $26,000 worth 
of giveaways and all the rest of the trimmings. It 
is reliably reported that the Paramus, N. J. store 
strategically located between two budding shopping 
a Pergen Mall and Garden State Plaza—drew 
115,000 people on the opening day Their car: 
jammed the parkways for seven miles and created 
a trafhe tie-up that required the services of emergency 
police squads. Similar scenes were enacted at the 
Elmsford opening 
When vou realize that the Bergen Mall shopping 
center is being erected by Allied Stores, whose key 
ten nt will be a new Stern’s department store and 
that the Garden State Plaza Shopping Center is being 
erected by R. H. Macy & Co., whose key tenant 
will be Macy’s afhliate L. Bamberger & Co., you 
begin to get some appreciation of the fact that the 
discount houses are now carrying the competitive 
struggle with the department stores smack into the 
enemy's territory. Masters, of course, is not alone 
in carrying the fight to the big new shopping centers 
Already established in the Paramus area are Rex 
Industries, ‘Two Guys from Harrison, Trader Horn 
Great Eastern Mills and General Supply. At Elms 
ford, Masters is only a five minute ride from the big 
new Cross County Shopping Center in Yonkers 
E.. J. Korvette, a formidable rival of Masters, doing 
more than twice Masters volume, has opened 
branches in Westchester and Long Island. Macy’s, 
too, just opened an enormous branch at the 
Roosevelt Field Shopping Center, between Garden 
City and Westbury, L. 1. in an obvious move to 
take the play away from Korvette City, the highly 
successful discount operation located only a half 


mile away 


LL of this means, as Business Week pointed 
out in a recent article on the Masters opera 
tion, that the discount house has _ achieved 
respectability and that, in the words of Stephen Mas 


ters, “the hard sell has come to the discount house.” 








NOVEMBER, 


i hese developments are a far cry from the days when 
discount houses operated in second story lofts, 
issued cards to their customers and had all the 
ippearances of a bootleg operation. By cutting 
operating expenses to the bone, by working with 
dollars instead of percentages and by consistently 
under-cutting prevailing prices, they built a volume 
of business that has earned the wholesome respect 
of the suppliers. And if in their early years, they 
found that they could get by without offering a 
lot of the traditional services of conventional 
retailers, they are finding today that they are forced 
to offer more and more of these services to remain 
competitive. Customers are demanding them in the 
first place and the big department stores and inde 
pendent dealers are supplying them. Many of the 
bigger discounters now deliver, although they charge 
for the service; they sell on time; they operate repair 
departments; they offer their own guarantees in 
addition to the manufacturers’ and they grant 
immediate returns of defective merchandise. ‘They 
are also getting into the big leagues insofar as 
advertising is concerned. The secret, of course, lies 
in volume 

Masters says he can break even on a gross profit 
of 11.9 percent of sales, whereas the average depart 
ment store has a break-even point of about 33 percent. 
\ recent study showed that among eight discount 
operators the gross margin ranged from 11.5 percent 
of sales to 22.7 percent. Yet big discounters claim 
they make more profit than department stores. But 
they have one other advantage—they only stock fast 
moving items that have been pre-sold by national 
advertising and for which a known demand exists. 
Further, they enjoy all the advantages of the big 
buyer such as better prices and bigger advertising 


allowances 


T any rate, with big discount houses branching 
out into shopping centers and even into neigh 
boring towns (Masters is contemplating a chain 
of 500 small stores to be known as Masterettes); 
with the department stores meeting the chal 
lenge in a variety of ways; and with the giant chains 
such as Sears Roebuck still in there slugging and still 
king of the roost, it is obvious that a new era of retail 
merchandising is at hand—an era that holds many 
portents for the independent dealer 
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’ “ A GOOD SELECTION js very important. Because price isn’t the only “POSITIVE ACTION shows how a Lovell wringer gets out the dirt 


factor, a choice of models lets the customer pick the machine that often stays in. Slipping a dollar bill and a folded rug into 
that will do the job for her. And in some cases, a large display the wringer at the same time demonstrates how Lovell wringer 
helps reassure the housewife that she won’t be the only one on pressure is even all the way across. Balanced pressure is the key 
the block using a wringer washer.” to Lovell wringer cleansing action.” 


"4 big savings make our wringer washer sales boom” 


. says Angelo J. Piazza of Piazza & Sons, Dunkirk, New York 

















“We tell our customers that when they buy a wringer “From the standpoint of good business, I like wringer 
washer, they'll save time, water, soap and electricity, | washers because | don’t have as much trouble with 
And we can back it up. So well, in fact that we're sell- competition and discounts. And we have fewer service 
ing 9 wringer washers for every automatic. And wringer headaches with wringer washers. 
washers appeal to a broad market. Many people who “Qur Lovell-equipped wringer washer sales are on the 
come in to buy an automatic, happily take home a rise and I don’t think wringer washers will ever go out 
wringer type. Some of our customers have owned auto- of style. Lots of our customers are sold—by their neigh- 

matics and are now going back to wringers. bors—before they ever come to our store.” 


as ak BP 2s 
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“AN AUTOMATIC DRYER is a perfect companion piece to follow a 
wringer washer sale. It assures the housewife that she'll have 
the laundry washed and dried the same day. Women who have 
just purchased a wringer washer are ready to be sold an auto 
matic dryer.” 





“WRINGER SAFETY is quickly demonstrated, too. A slight push on 


the release bar quickly releases roll pressure on standard models 


PRESSURE 
CLEANSING WRINGER 


{ mahera of gaa and electric d ng yeatem 


And on deluxe models, safety is based on the instinctive 
response to an emergency. An instinctive pull back releases roll 


” 


pressure on the Lovell Instinctive 62, stops rolls on the 77. 





i ell Manufacturing Company, Erie, Penn sania 








“Look How 
They Look!’ 


(at this simple 60-second demonstration) 
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fa “Magic Minute - 
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the regular washing begins 





No doubt about it! Not a washer on the market 

...not a washer in the world... gives such 

wonderful visual proof of what it does. You can 

show your customers just exactly how Kelvinator’s 

“Magic Minute” really does cut grease better 
really does wash everything cleaner. 
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Right in your store... put a dirty dish-towel in any model 
Kelvinator. Let your customer see what happens. It takes 
just exactly 60 magic seconds to prove what Kelvinator 


and only Kelvinator. —can do! 
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Look How Sales Soar! mt itty Trlr 


(because of this simple 60-second demonstration) 


That's what Kelvinator dealers ali over America 
say about this great new Kelvinator “exclusive”! 
The “‘Magic Minute’”’ is the most dramatic proof of superior 
washability a washer ever offered. And dealer after dealer 
everywhere reports dramatic new sales figures . . . magic new sales 


figures . . . for the 1957 Kelvinator Automatic Washer. 





